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That big program of R. H. Macy 
to expand its line of “Supremacy” 
products is described as private 
brand merchandising, but anything 
Macy advertises promptly ceases to 
be private. 
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Chris Tonne has just become 
advertising’ manager of the All- 
Steel Equip Company, and it just 
seemed inevitable that ultimately 
he would gravitate into the heavy 
goods industry. 
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Burridge Butler is doing a great 
job of promoting “Lincoln Land” 
for Prairie Farmer and WLS, and 
first thing you know he’ll have Carl 
Sandburg writing the copy. 
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D. R. Mackenroth predicts that 
in the next ten years or so, 60,000,- 
000 cars will be on the road, and 
no wonder the helicopter people 
think they have a great future. 
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By throwing a switch and turning 
a dial, Niles Trammell says, people 
can find radio programs of interest 
to all. And, just as important, they 
can turn the switch the other way 
if they don’t like what they find. 
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The producers and finishers of 
store and counter displays could 
probably convince WPB that pack- 
aging materials should be released 
by letting them have a peek at 
Raleigh’s current window beauty. 
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Drug Topics insists that its cur- 
rent advertising for better trade 
paper copy isn’t altruistic, but pretty 
darned commercial. It’s the first 
time in history a publisher has had 
to enter such a disclaimer. 
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Frank Sinatra has been declined 
by the Army and reclassified 4-F, 
but if you think this is going to 
make any difference in the way the 
gals feel about him, you're crazy. 
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_A bitter debate is raging about 
the anemic figures in the Munsing- 
wear ads, and the best you can say 

that they’ll never sell any 
women’s underwear to men. 
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The Drackett Company says it 
an make a. fiber warm as wool out 
of soybeans, and the latest news of 
uch miracles should be included in 
« revised version of “Jack and the 
Bean Stalk.” 
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The Holt - Fairchild Company, 
which makes prefab houses, is 
hinking of using bankers as retail 
ealers, no doubt being convinced 
nat they long ago got rid of their 
‘lass eyes, 
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Included in the Kleinert “New 
lorizons” display are baby pants, 
‘rib sheets, bibs and nursery bags. 
‘Oo matter how much you change 
ne products, you still have to 
hange the baby. 
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The Liggett stores. displaying 
ntense conservatism, have denied 
setting into department store mer- 
handising, and will stick to the 
‘tandard drug store items like books 
ind sandwiches. 
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Radio Law Changes 
May Be Suggested 
Soon After Jan. 1 


Senate Committee 
Completes Six Weeks 
of Hearings 


Washington, D. C., Dec. 16.—Six 
weeks of public hearings by the 
Senate interstate commerce com- 
mittee on proposed new radio legis- 
lation were concluded today after 
FCC Chairman James Lawrence Fly 
returned to the stand to suggest 
that Congress require all broadcast 
licensees to provide a minimum 
number of public service programs 
in order to retain their radio fran- 
chise. 

Centending that the FCC does not 
want any power over program con- 
tent other than a general review of 
each broadcaster’s program service, 
Mr. Fly said that it is up to Con- 
gress to protect program standards. 
This protection might be had, he 
said, by requiring that a fixed per- 
centage of time during the day and 
evening be devoted to a variety of 
educational, scientific and musical 
programs. 

The FCC chairman had returned 
to the stand Wednesday. to rebut 
testimony advanced by more than a 
score of other witnesses during the 
hearings. As the committee ad- 
journed to executive session to draw 
up its legislative proposals, mem- 
bers predicted that a _ series of 
amendments to the present radio act 
would be reported shortly after the 
first of the year. 


Being ‘Squeezed Out’ 


Mr. Fly told the committee that 
during the current period of pros- 
perity, educational and public serv- 
ice programs are being squeezed 
out of network schedules. He re- 
ported that NBC would present only 
one hour and 45 minutes of public 
service programs compared with 26 
hours and 15 minutes of commercial 
programs during the evening hours 
of the week of Dec. 12-18, and that 
CBS would have only two hours 
and 15 minutes of public service 
during the same period. 

“IT am only too happy to see these 
gentlemen make a lot of money out 
of broadcasting so long as it is con- 
sistent with service,’ Mr. Fly said, 
“but the unfortunate thing is that 
during this time in history when 
there are the greatest earnings ever, 
the dollar has been dominant. The 
move to commercialize the whole 
thing and take away the public 
service program has spread.” 

Questioned by Senator MacFar- 
land of Arizona whether competi- 
tion would not improve program- 
ming, Mr. Fly said that the indus- 
try had failed to respond to self 
regulation. “I would like this com- 
mittee to listen to NBC from 10 
a. m. until 6 p. m., some day,” he 
said. “Then I would like to see a 
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POSTWAR CREDIT 


and | know that ! got the highest price fer 
shopped sround and 


Whei about your car? Ut @ not being used. 
why net sell « now te Frank Crook! Righ! new 
You will get the highest price fer it. Se drive 
it over and let us see it. or if it's laid up. call 
PErry (900 o Plen@ons (90 and we li come 
out te eee you ot your convenience. Ne obi 
Petens on your part 


CASH —We will give you the highest price in cash for your car 
PART CASH —Or you may choose to take part in cash and 


TRADE IN—Or you may decide to just rede-in your 


—_—_ car tore 


brand new, super, post-war car of an airplane 


Bond guaranteeing you early delivery 
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NEARLY MALF.CENTUPY OF LEADERSHIP IN AUTOMOTIVE TRANSPORTATION 


Frank Crook, Inc., automobile distrib- 

utor, Pawtucket, R. |., has inaugurated a 

newspaper and spot radio campaign 

urging owners to sell their cars now for 

credit towards postwar automobiles. Bo 

Bernstein & Co., Providence, is the 
agency. 


Dealer Offers 
Postwar Credit 


on Plane or Auto 


Pawtucket, R. I., Dec. 15.—On the 
heels of a test campaign inaugur- 
ated early last month, Frank Crook, 
Inc., automobile distributor, 
launched a newspaper and_ spot 
radio drive urging owners to sell 
their cars now for credit toward a 
postwar automobile. 

While autos may be sold for cash, 
copy stresses two other methods: 
taking part of the payment in cash 
and leaving the balance as down 
payment on future delivery of a 
new car; or the automobile may be 
turned in for an allowance on a 
postwar vehicle. 

The campaign makes a definite 
bid for airplane sales in the event 
they become available for general 
use after the war, reminding motor- 
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Agencies, Advertisers 
Study Latin American Field 


Gruesome Posters 
Warn Britishers 
of Unspent ‘Ammo’ 


(Picture on Page 47) 

London, Nov. 30.—Some of the 
most gruesome advertising art ever 
produced is now being used by the 
British War Office in a series of 
posters aimed at reducing the rather 
serious number of accidents result- 
ing from improper handling of am- 
munition (“ammo” to most English- 
men) taken for souvenir purposes 
and from “blinds” (defective but 
unspent grenades and similar ob- 
jects) picked up from _ practice 
ranges. 

With the accident rate from these 
causes reaching an uncomfortable 
| peak, the public relations depart- 
ment of the War Office made a care- 
ful study of the situation, and came 
up with an unusual chart tracing 
the ammunition-accident cycle from 
“first causes” to “last words.” Curi- 
osity, overconfidence in his technical 
ability, and ignorance were screened 
|out as the basic causes of most ac- 
|cidents, and the War Office artist, 
Lt. A. Games, concluded that no 
gentle advice would combat these 
normal human attributes. 

As a result, the artist came up 
with three of the grimmest posters 


| ever seen in England. The first, 
“Curiosity, Ignorance, Bravado,” 
|shows an explosion in the back- 


| ground, with lines of direction from 
| the explosion terminating in a 
| blood-red coffin in the foreground. 
On and around the coffin are a shell 
and two grenades—typical objects 
of careless handling. 

The second poster, “He Wanted to 
See Inside,” illustrates a floating 
coffin lid, again blood-red. On it, 
two skeleton hands are dismantling 
a fuse. The tampering finger and 
thumb of one hand have just re- 
moved the last safety barrier. 

The third poster, “This Child 
Found a ‘Blind,’” again utilizes the 
gruesome coffin, this time with the 
child’s head showing through the 
lid. The posters are not the result 
of the inspiration of a moment, but 
are carefully designed to perform 
exactly the function which the War 
Office’s investigation indicated will 
be most effective. 


Last Minute News Flashes 


Horne Joins Needham, Louis & Brorby 

Chicago, Dec. 17.—William D. Horne Jr., vice-president, secretary and 
treasurer of Fulton, Horne, Morrissey Company, has resigned to join 
Needham, Louis & Brorby as a vice-president. 
agency will be changed to Fulton, Morrissey Company, effective Jan. 1. 


The name of the former 


MacMillan Leaves ANA for Bristol-Myers 


director of Bristol-Myers Company, 


been appointed information director 


New York. 


and advertising manager of Magnus 
Tyson & Co. as a vice-president. 


agency as account manager. 
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Reeves Succeeds Kelley as Timken Ad Manager 

Canton, O., Dec. 17.—Paul Reeves, with Timken Roller Bearing Com- 
pany since 1929, has been named advertising manager, succeeding Roland | a 
P. Kelley, who has resigned to enter agency work. 
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New York, Dec. 17.—George MacMillan, executive secretary of the 
Association of National Advertisers, 


has been appointed public relations 
effective Jan. 1. 


O’Meara Named New OPA Informational Director 
Washington, D. C., Dec. 17.—Walter O’Meara, director of creative de- 
partments in the New York office of J. Walter Thompson Company, has 
of OPA, a post formerly held by Lou | 
Maxon and his successor, James F. King. Mr. O’Meara was formerly with 
the JWT Chicago office and for eight years was with Benton & Bowles, 


Mercready, Bailey Join O. S. Tyson & Co. 


New York, Dec. 17.—Herbert M. Mercready, formerly sales promotion 


Chemical Company, has joined O. S. 


Kenneth W. Bailey, previously adver- 
tising manager of Continental Electric Company, has also joined the 
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- Intensive Research 
Paves Way for 
Postwar Operations 


By STEVE BOOKE 

New York, Dec. 15.—Predictions 
by the Office of the Coordinator of 
Inter-American Affairs that post- 
war trade with Latin America will 
exceed $1,000,000,000, have cap- 
tured the attention of mumerous 
U. S. advertisers on the lookout for 
lucrative new markets to pry open 
when peace comes. 

Significantly, the Coordinator 
emphasizes that this figure, much 
higher than the most recent peak 
year of 1940, when the United 
States did approximately $727,000,- 
000 worth of business with South 
America, allows for liberal trade 
policies and fairly full postwar em- 
ployment. 

This prevailing interest in Latin 
America has had certain immediate 
effects. It has galvanized into action 
many U. S. advertising men who in 
the past have been content to shy 
away from foreign markets; and it 
has also precipitated enthusiastic 
and detailed research south of the 
border. 


Agencies Make Surveys 


Several dontestic advertising 
agencies in the United States, at the 
request of clients, are now conduct- 
ing field surveys in various Latin 
and Central American countries. 


And export advertising agen- 
cies here, which for years have 
pulled the southern strings for 


U. S. manufacturers through local 
advertising setups in anticipation 
of a postwar boom, are gearing their 
operations for additional business. 
Last August 
Young & Rubi- ™ 
cam began send- = 
ing its men on 
exploratory trips 
to Latin Ameri- 
can countries. 
Supervising the 
international ac- 
tivities of Y&R 
in New York is 
L. B. Slocum, 
who is also vice- 
president of 


Ovid Riso 
Young & Rubicam Ltd., Canada. 


Ovid Riso, head of its newly- 
formed Latin American division, 
set off for Mexico City while his 
assistant, R. D. Sullivan, went to 
Buenos Aires, where he is now sta- 
tioned indefinitely. Pioneer research 
work is being done on a large num- 
ber of Y&R accounts which are 
expected to advertise in Latin 
America during the postwar era. 
ADVERTISING AGE has learned that 
Y&R is sending another research 
man, Charles R. MacInnes, to Bra- 
zil and a local research unit has 
been established in Mexico City. 
| Local representatives have also been 
appointed in the other Latin Ameri- 
can countries to maintain a flow of 
facts and current information to the 
home office. “Our approach to 
Latin American advertising,” Mr. 
Riso said, “is to endeavor to sub- 
stitute knowledge for guesswork. 
The combination of local research 
with American techniques will re- 
sult in better advertising service to 
U. S. manufacturers. Principles and 
methods developed by our research 
department under Dr. George Gal- 
lup will be applied in other coun- 


tries with modifications where 
necessary to meet local conditions 
and characteristics. Our research 
studies include markets, living 


habits and media.” 


| 
| Opportunities Greater 


After returning recently from a 
two-month trip to South America, 
Irwin Vladimir, head of the New 
York agency bearing his name, said 
dvertising opportunities for U. S. 
interested in the Latin 


companies 
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American market are greater today| thus acquired control of the divi- 


than they have been since the start 
of the war, and are steadily im- 
proving. 

Radio stations are prospering and 
developing rapidly with notable 
improvement in the local talent of 
Argentina and Brazil, he said, and 
in other countries recorded pro- 
grams sent from the United States 
are being welcomed The better 
stations are making a real effort 
today to reduce the high proportion 
of time which they now devote to 
spot announcements by endeavoring 
to obtain more 15-minute and 30- 
minute programs, he pointed out. 

Visiting Colombia, Ecuador, Cuba, 
Peru, Chile, Argentina, Brazil and 
the Dominican Republic in the in- 


terests of his company and _ its 
clients, Mr. Vladimir interviewed 
newspaper publishers and _ radio 


station owners and made a study of 
the latest advertising developments. 

Formerly head 
of the foreign di- 
vision of Maxon, 
Inc., Mr. Vladi- 
mir continued to 
service that 
agency’s export 
advertising when 
he organized his 
own firm. In 
1939, Maxon di- 
vorceditself 
from the division 
and sent printed 
notices of transfer to all of its ex- 
port accounts. Irwin Vladimir, Inc., 


Irwin Vladimir 


sion’s assets and liabilities. 

According to Mr. Vladimir, “Do- 
mestic advertising agencies in the 
United States will never be able 
to handle export advertising unless 
they obtain sufficient business to 
hire experienced export personnel. 
In order to be thoroughly expe- 
rienced, export advertising men 
must visit the different world mar- 
kets and study them. Consequently, 
this field will always be limited to 
agencies with an abundance of ex- 
port talent.” 

Working closely with associate 
local advertising agencies all over 
the world, some of Vladimir’s top 
accounts include McKesson & Rob- 
bins; Mennen Company; Norge 
Division, and Borg-Warner Inter- 
national; Seagram Distillers Corpo- 
ration; Noxema Chemical Company; 
Montgomery Ward & Co.; American 
Home Products Corporation; and 
Ford Motor Company. 

One of the oldest domestic U. S. 
agencies in South America with 
powerfully equipped branches is J. 
Walter Thompson Company. In 
January this agency celebrates its 
15th anniversary in Buenos Aires. 

Both Arthur L. Grimes and John 
Kuneau, international division, 
JWT, have made extensive trips 
through Central and South America 
on special assignments for the com- 
pany’s clients. Mr. Kuneau, who 
previously spent ree, months in 


Mexico, returned there last month, 


while Mr. Grimes has returned from 
an Argentine tour. Several ac- 
counts are handled in the Argentine 
office including Swift, Kraft Cheese, 
— Kodak, Goodyear and Gil- 
ette. 

David H. Echols, 29-year-old 
president of Grant Advertising’s 
S. A. division, is now making his 
headquarters at the agency’s Buenos 
Aires office opened Aug. 9 (AA, 
Aug. 23). Tom Fanning, formerly 
with JWT, is executive vice-presi- 
dent of the branch. 


Elterich Reviews Changes 


Skimming over the rapidly chang- 
ing export advertising situation, 
Harold N. Elterich, vice-president 
in charge of Grant’s international 
division, New York, told ApDvER- 
TISING AGE: 

“Most Latin American countries 
are becoming increasingly national- 
istic and swinging toward local 
operations. Back in 1920 everything 
was wide open and commission 
houses were indiscriminately sell- 
ing everybody. When these com- 
mission houses failed, manufactur- 
ers in this country had to put in 
their own export departments. They 
sent experienced export sales man- 
agers abroad who were controlled 
from the United States. 

“With the advent of export ad- 
vertising agencies in 1920, numerous 
U. S. manufacturers entered the 
field. By 1930 nationalistic move- 
ments began rumbling in the differ- 
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FACTS..... 


@indionapolis, one of America’s finest 
transportation centers . . . 16 railroad 
lines, 5 airports, 120 truck lines enables 
one to reach overnight 75,000,000 people. 


@Retail sales ‘Indianopolis) up $30,731,- 
000. 


@indionapolis populotion 406,515 in May, 
1942 (Chomber of C ree). 


@indianapolis industrial payrolls up 
50.6°., August, 1943, over August, 1942, 
and tive times greater than in 1939. 


@Employment up 31.2°., August, 1943, 
over August, 1942, ond two and one-half 
times the number of workers employed 
in 1939. 

@ Effective buying income, $822,741,000. 

@indianapolis per family income, $4,156. 


@ Farm incomes, in the Indianapolis Radius, 
up 5 1 %. 


@industrial poyrolls, in the Indianapolis 
Redius, up 39 


@The News alone will do the job. 
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Invest your advertising dollars where 


ines individual buyers have more money to spend than 


in any other East North-Central State. 


we 


Marion County (Indianapolis), Indiana, is TOP county of all 


these rich states in per capita Effective Buying Power. It lit- 


erally flaunts before your products a 20% increase over one 


year ago—and this county, home of the great Hoosier Daily, 


is hugged tightly around by 33 other counties, all covered by 


The Indianapolis News and possessing an 


effective Buying 


Income of 


ONE AND A HALF BILLION DOLLARS 


The INDIANAPBLIS NEW 


Advertising Age, December 20, 34 


CHICAGO NEWS MEN STUDY DE-INKING 


This group examining results of press runs of de-inked paper stock run off on 


Chicago Tribune presses includes: J. G. 


Sheldon, executive secretary, WPB, C)j- 


cago metropolitan area; Russell B. Miller, Pantagraph, Bloomington, Ill.; Gregory 

Lutz, Times, Hammond, Ind.; R. E. Shaw, Telegraph, Dixon, Ill.; C. D. Adkins, 

George H. Morrill Co.; G. R. Bolton, Herald-News, Joliet, Ill.; J. W. Park, pro. 

duction manager, Chicago Tribune; Ward Mayborn, Chicago Sun; Frank H. 

Just, News-Sun, Waukegan, Ill.; W. L. Just, News-Sun; C. E. Head, News, Kenosha, 
Wis.; and R. S. Kingsley, Kenosha News. 


ent Latin American countries, lead- 
ing to stiff import restrictions. 
American manufacturers started to 
open branch offices, hit the foreign 
markets hard, and went into big 
sales figures. They placed adver- 
tising from this country and ex- 
ported U. S. advertising ingenuity 
since it was difficult to obtain local 
talent. Managers of U. S. manu- 
facturing branches abroad slowly 
insisted on local advertising agen- 
cies familiar with the markets and 
people. 


Branches Fill Need 


“Export agencies here made 
agreements with local associations 
—one or two were fair—but by 
and large these could not produce 
adequate copy and_e had iittle 
knowledge of production. One of 
the biggest problems is obtaining 
good advertising locally, which is 
the chief reason Y&R and the other 
boys are moving in the branch office 
direction. Also there was never a 
sufficient number of key men dis- 
patched to these foreign markets,” 
Mr. Elterich said. 

When Grant established its Mex- 
ican office, several key men were 
sent from the States to oil the 
wheels and train local talent in 
U. S. advertising and merchandising 
methods. The agency built its own 
print shop, set up a studio and 
started training actors for radio. 
L. B. (Bucky) Harris, radio director 
of all Grant offices, originally 
opened the Mexican branch and has 
now moved on to Brazil. 

Top Mexican accounts are Pan 
American Airlines, Eastern Airlines, 
British American Tobacco Company, 
General Motors, Vick Chemical 
Company, American Chicle Com- 
pany, Zonite Corporation and Na- 
tional Carbon. In Argentina, the 
agency handles Texas Oil, Fire- 
stone, International General Elec- 
tric, Kolynos, Bacardi, and a num- 
ber of native accounts. 

This summer McCann-Erickson 
delegated account executive Shirley 
Woodall, of its foreign department, 
to tour South and Central America. 
Besides exploring further prospects 
for postwar advertising, Mr. Wood- 
all is checking on the progress of 
Esso Marketers and Schenley Inter- 
national Corporation. 

Introduced last spring as a 20- 
minute series, Schenley’s first Latin 
American radio venture has been 
expanded to 30 stations in several 
South American countries, in addi- 
tion to Argentina, Uruguay and 
Brazil. The program features a 
30-piece symphony orchestra and is 
titled “Album de Las Americas.” 

McCann-Erickson, with offices in 
Argentina and Brazil, boasts such 
leading U. S. clients as Standard 
Oil, Coca-Cola, Schenley Distillers 
and Panair. 


BSF&D Explores Field 


From Detroit, Willard S. French, 
president, Brooke, Smith, French & 
Dorrance, informs ADVERTISING AGE: 
“Realizing that export business will 
assume even greater importance 
after victory and aware of the 
necessity of meeting new and com- 
plex conditions, this agency is now 
doing exploratory work with a view 
to appraising all leading foreign 
markets, particularly those in which 
we were operating before the war. 
These studies are taking into ac- 
count probable demands for both 
necessity and luxury items as well 
as questions of product design and 
improved distribution methods.” 

Reviewing the position of U. S. 
export advertising agencies, Arthur 
F. Connolly, executive vice-presi- 
dent, Dorland International, New 
York, asserted: 

“The domestic agencies know 
little if anything about the export 
advertising fields, whereas the ex- 
port advertising firms have spent 


— 


years close to the scene of action 
While the Latin American marke 
appears easy to crack there are 
many technical obstacles. Latin 
America has changed in the last ten 
years and has come to do business 
our way. They trust products made 
in the U. S. and they believe in our 
word.” 

He contended that although in- 
dustrialization of South America is 
not as vast as has been claimed, 
it should give the people more 
money to spend. Warning against 
being “too complacent,” Mr. Con- 
nolly predicted stiff English com- 
petition after the war. He alsy 
advocated local representatives ip 
preference to associate agencies. 

There are several associations in 
the United States which draw their 
members from the ranks of promi- 
nent export advertising men and 
agencies, including the Association 
of Export Advertising Agencies, 
made up exclusively of strictly ex- 
port advertising firms. President of 
this group is Arthur Kron, of 
Gotham Advertising Company; 
vice-president, Irwin Vladimir; sec- 
retary - treasurer, Joseph Palmer 
of Foreign Advertising & Service 
Bureau. Member agencies are: 
Gotham, Irwin Vladimir, Dorland 
International, Foreign Advertising 
& Service Bureau, G. M. Basford 
Company, National Export Adver- 
tising Service, J. Roland Kay, Inc, 
T. B. Browne Ltd. and Export Ad- 
vertising Agency. 

Often referred to as the “big ten” 
is the Export Advertising Associa- 
tion headed by J. J. Clarey Jr., head 
of the foreign department of Bris- 
tol-Myers Company. Members in- 
clude Young & Rubicam, JWT, 
Grant and McCann-Erickson. 

Export executives of various 
manufacturing firms 25 years ago 
banded together to form the Export 
Managers Club. President is Harry 
Martin, Acheson Graphite Com- 
pany; first vice-president, Sy Sni- 
der, American Hard Rubber Com- 
pany; second vice-president, Robert 
M. Dunning, Vick Chemical Com- 
pany. On the club’s roster are 
more than 500 members. 


Favor Central Control 


A survey made public last week 


by the club indicated that despite 
the growing awareness among 
American foreign traders of the 
necessity for advertising in foreign 
rmarkets, exporters generally favor 
operation under which final control 


(Continued on Page 44) 
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The shortage of paper and the needs of ' 
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Toughest Job Your 


You can spell the future of America after the war—and 
that of every American—in just four letters: JOBS. 


Jobs! Not relief checks. Not charity. Not the hand- 
outs of a grateful government . . . but the kind of jobs 
that America has stood for these 169 years. 


To build jobs like these for all those willing and 
desperately anxious to work at them means keeping 
America’s factories running. It means pouring out 
goods for peace—at close to the rate at which goods 
are now being poured out for war. BUT ...! 


“There can be no more automobiles for American 
labor to build,’”’ New York’s Governor Dewey told the 
C.1.0. last month, “‘than we can find ways to sell .. . 
there can be no more clothing, houses, or refrigerators 
for American ingenuity and man power to create than 
we can find ways to distribute.” 


Selling these jobs into being is the toughest, most im- 
portant job your advertising ever tackled. 


And what makes it all possible and practical is that 
under war and the pressure for war goods— buying 
power has spread to the four corners of America. Now, 
as never before, the common man—the Wage Earner 
—is buying and saving. He is consuming 70 to 80 per- 
cent of the goods still on sale. He owns the biggest part 
of our hundred billion dollar backlog of war savings. 
Keep him buying, and you can keep him working. Keep 
him working, and you keep him buying. 


To sell these relative strangers in the time we have 
left—to hold them as customers—you can well use a 
friend whose nod of approval confirms what you say. 


The Macfadden magazines have been building this 
kind of friendship in this biggest market—the Wage 
Earners—for more than a generation. This was the first 
publishing company to find a way to the minds and 
hearts of these families. It developed a new kind of 
editorial approach built solely on the “‘common touch’’ 
—in which the readers are the writers as well. 


Today, this influence of Macfadden magazines is 
clear in its advertisers’ readership ratings. Because 
this is the biggest market, Macfadden newsstands 
sales are bigger, issue for issue, than those of any other 
adult magazine publisher. 


This closeness to AMERICA becomes not only a 
priceless advantage, but an obligation. We accept this 
obligation. Here is our pledge: 


To furnish to Industry a means of communication 
with wage-earning America through magazines which 
enjoy reader confidence, loyalty and respect. To maintain 
our service to Industry as the most authoritative private 
source of knowledge and understanding of these people 
upon whom Industry—and, indeed, our entire economic 
system as we presently know it— must depend. 


Advertising Ever Tackled! 


“The Common Man, well-informed, 
working with good will, is the greatest 
force in producing the world we want.” 


The following is addressed to Wage 
Earner America through an article 
in True Story (a Macfadden Maga- 
zine) for February, 1944: 


“yopay, more than ever before, people 
must live harmoniously together, must 
share and profit by each other's experi- 
ences. This is no time for factions, for dis- 
cord. This is no time to stifle free America. 
“We must be united for a common goal, 
be prepared for peace and the returning 
soldiers .. . we must have industry hum- 
ming in a song of welcome. Let's have jobs 
for all who need and want them. 

“In all walks of life where there are two 
or three or more people there will be dif- 
ferent opinions. But we must bury our 
grievances, for we are one great family—a 
great nation that’s carrying the torch for 
the world. United we stand—divided we fall 
_ “If ever there was a brotherhood needed 
in America, it is needed today. True Story 
shows the way to such a brotherhood. 

“That is why J write for True Story 


Magazine.” 


MACFADDEN PUBLICATIONS, INC. 


TRUE STORY - 


THE MACFADDEN WOMEN’S GROUP - 


THE MACFADDEN MEN’S GROUP 
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Drug Groups Plan 
to Strengthen 


Public Relations 


Washington, D. C., Dec. 14.—A 
program to “properly § interpret 
pharmacy” to the public was recom- 
mended at the first annual meeting 
of the executive bodies of the Na- 
tional Association of Retail Drug- 
gists and the Council of the Ameri- 
can Pharmaceutical Association 
here last week. 

Groundwork was laid for forma- 
tion of a joint radio committee for 


publicity “to work out suitable 
material for strengthening public 
relations over the airwaves,” and 
for greater participation in National 
Pharmacy Week and National First 
Aid Week. 

The group recommended that a 
vigorous protest be lodged with 
the OPA against issuance of the 
prepared vitamin price reduction 
order or any similar orders. In 
addition, limitation of the “prescrip- 
tion legend” to those drugs classi- 
fied by the Food and Drug Admin- 
istration as “dangerous drugs,” is 
to be sought from that agency as 
well as from manufacturers and 
state enforcement authorities. 


GIBBONS KNOWS 
J. J. GIBBO 


ADVERTISING 
SAY STREET 


TORONTO MONTREAL WINNIPEG 


REGINA 


CANADA 
NS_LTD. 


MERCHANDISING 


CALGARY EOMONTON VANCOUVER 


Nielsen Radio 
Index Supplies 
Data to 45 Clients 


Chicago, Dec. 17.—The A. C. Niel- 
sen Company is completing its first 
year of commercial operation of the 
Nielsen radio index, based on tabu- 
lating the records of 1,000 Audi- 
meters which were placed in service 
following experimental work for 
four years with 200 instruments. 
The company reports that the serv- 
ice, which includes detailed break- 
downs on program listening habits, 


is now being supplied to 45 clients. 

Clients of Nielsen radio index in- 
clude two networks, 20 manufactur- 
ers and 23 advertising agencies. The 
networks are Columbia Broadcasting 


System and National Broadcasting 


Company, and the manufacturers 
are as follows: 

Procter & Gamble, General Foods, 
Sterling Drug, Lever Bros., General 
Mills, Miles Laboratories, Colgate- 
Palmolive-Peet, Coca-Cola, Andrew 
Jergens Company, Emerson Drug 
Company, Kellogg Company, Gen- 
eral Electric, duPont, Carter Prod- 
ucts, Inc., Standard Oil of N. J., 
Pepsodent, Barbasol, Musterole, Ly- 
dia E. Pinkham and R. B. Semler. 

Agencies now using the service 
are Blackett-Sample-Hummert, Er- 
win, Wasey & Co., Ruthrauff & 
Ryan, Young & Rubicam, Benton & 
Bowles, Batten, Barton, Durstine & 


“Our Plans for the Future Require the Expenditure of Very 
Large Sums of Money for New Equipment’’_ Railway Executive 


Build Now in 
This Basic Market 


HE railroads are doing an incredible job of wartime 
transportation. They are piling up amazing records 
in handling the greatest volume of traffic in history 
.. . 80 per cent more freight traffic than in 1918, 100 
per cent more than in 1940, twice the passenger traffic 


of 1918 and over three 


times that of 1940! 


The railroads are keeping on top of their war job 


despite severe curtailments and shortages 
" ’ 
are not stopping there! 


... but they 
They are planning ahead for 


post war. Right now railway executives are mapping 
heavy expenditures for new equipment to modernize 
and replace their war-worn facilities. 


Now is the time to build a strong sales position in the 


railway industry .. . 


and your main lines of business 


Railway signal’ 


communication with this field are the four Simmons- 


Boardman railway publications. 


These publications command a strong position of ac- 
ceptance and recognition in the industry. One or more 
will meet your railway selling needs. They enable you 
to select and reach the particular railway men who 
are important to you, for each is devoted to one of the 
several branches of railway activity and each has a 
specialized audience of men with authority and _ re- 


sponsibility. 


Plan now to keep your products before the railroads 
during 1944. Write to our nearest office for more com- 
plete market and publication data. 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 


105 W. Adams Street, Chicago 3 


National Press Bidg., Washington 4, D. 
530 W. 6th St. Low Angeles 11 


Terminal Tower, Cleveland 13 


300 Montgomery St, San Franciacoe 4 


1038 Henry Bidg.. Seattle | 


‘| city sizes, time zones, days: of week 


Advertising Age, December 20, 1943 


Osborn, Wade Advertising Agency 
Ted Bates, Inc., D’Arcy Advertisin, 
Company, Compton Adverti ine 
Biow Company, William Esty & Cy, 
Foote, Cone & Belding, Fost« 

Davies, H. W. Kastor & Sons Adver. 
tising Company, Kenyon & Eck. 
hardt, Knox Reeves Adverti<in, 
Lennen & Mitchell, Marscha)). i 
Pratt, Pedlar & Ryan, Sherma, & 
Marquette, Small & Seiffer and th, 
J. Walter Thompson Company. — 


Staff Includes 140 


About 140 people now COM pose 
the field, technical and productio, 
staff of the Nielsen radio index. an, 
the variety of information has bee, 
expanded to include some entirely 
new factors regarding radio listep. 
ing. One of the most inters ting 
deals with the determination of the 
maximum audience for a prograr 
to permit the advertiser to plac 
the commercial at a point on th, 
program which will assure thy 
greatest number of listeners. Many 
other equally significant facts hay. 
been revealed by the Audimet 
since it was unveiled commercially 
last December (AA, Dec. 21, °42) 

The 1,000 instruments now jy 
service have been located in an ares 
extending from the Mississippi rive; 
to the Atlantic Coast, and include 
besides small city and rural com. 
munities, the following metropolitan 
districts: Philadelphia, Pittsburgh, 
Cleveland, Detroit, Chicago, Mi)- 
waukee and St. Louis. This area 
contains about 18,000,000 radio 
homes, or more than one-fourth of 
the U. S. total. The number and 
distribution of the Audimeters now 
in service are considered adequat 
to provide information useful in the 
solution of national radio advertis- 
ing problems. 

More instruments will be located 
as soon as facilities are available for 
increasing their production. 

Types of data furnished in the 
Nielsen Radio Index include genera! 
listening habits, program ratings, 
program analyses and station cover- 
age. The information is_ broken 
down by three income groups, five 


and periods of year. Program an- 
alysis includes audience turnover, 
gains and losses for each minute of 
broadcast, frequency and duration 
of listening, and similar data. 


Scott Heads Committee 


J. Donald Scott, of Osborn, Sco- 
laro, Meeker & Co., has been named 
chairman of the new business 
committee of the Newspaper Rep- 
resentatives Association of Chicag 
effective Jan. 1. He _— succeeds 
J. H. Sawyer Jr., Sawyer-Ferguson- 
Walker Company, who has headed 
the committee since its inception 
two years ago. Mr. Sawyer will 
continue with the committee in an 
advisory capacity. 


To La Porte & Austin 


Charles O’Neil, formerly general 
manager of National Poster Com- 
pany, New York, has joined La 
Porte & Austin, New York, as con- 
tact man. 


WOULDN'T YOU INSIST Of 
GETTING THE TUBES when 


you purchased a radio ? 


Reception of your product will be just @ 
poor in TAMPA-ST. PETERSBURG as the! 
of a tubeless radio . . . unless you se! th 
more than 38,000 readers of St. Peters ou's 
newspapers. 


TAMPA-ST. PETERSBURG is ONE 
GREAT URBAN MARKET... du! 


the $75,000,000 Effective Buying Incore 
St. Pete just cannot be influenced by the 
less than 400 copies daily which Tep* 
newspapers sell in St. Petersburg. 


Use St. Petersburg newspapers to © 4c’ 
the full TAMPA-ST. PETERSBURG MARE 
KET. No other newspapers can do the o> ff 


WORK BOTH SIDES OF THE STREET (B4Y 
IN TAMPA - ST. PETE. 


SIMPSON COMPANY. 


JACKSONVILLE, FLA + VJ. OBENAUER 
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| The War Was Over And 


er and 
rs now 


| We Had Plenty of Paper 


located 
able for 


in the 


a | We'd Want to Tell You and The Whole World 
ps ie | These Important Facts About Louisville: 


nute of ; 

= : Our county ranks 9th in the The population of the Louisville 
in = — er metropolitan area (Jefferson, 
n, Sco- , ee. 8 ea oe ® Clark and Floyd counties) has 


named 


asines © of per capita effective buying swollen from 451,350 in 1940 
Bq FE : to 513,166 in 1943, a gain of 
nce a income, 1943 over 1942. 61,816 or 13.7% 

este ) 


er will : ? Our county is 18th in the 5 Effective buying income for 


entire U.S. in percentage gain e 1943 in Louisville is more than 


® of retail sales, 17.5%, 1943 
double that of 1938. 


Bom A over 1942. 


1ed L 
— 3 Our 1943 payrolls and value 6 Retail sales for 1943 in Louis- 
of industrial production are ' 
, » scnun Hk Aankia tade 68 e ville are more than double those 
° 1939. of 1938. 


T ON But Since the War Isn't Over Yet and We 
| Lack Having Plenty of Paper by a Wide 
Margin, Just Put This Big News In Your 
rs ‘ “BEST MARKETS” File, and We'll Remind : | 

You of It Again as Soon as V-Day Arrives! : | 


aoe The Conricr-Zonrual 


aay THE LOUISVILLE TIMES 
‘““Ask Us Or The Branham Man’’ 
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In Washington... 


Army to Study 
Promotion Expense 
in War Contracts 


Washington, D. C., Dec. 15.— 
While the Comptroller General pre- 
pared to rule on the propriety of 
institutional advertising in trade 
and technical periodicals, and other 
promotion expenses as a legitimate 
charge in cost-plus-fixed-fee war 
contracts, officials of the military 
procurement services determined 


me 
this 
items in contract settlements. 
Trade and technical advertising 
has generally been accepted as a 
necessary expense for war con- 
tractors when the expenditure is 
made for the support of a publica- 
tion essential for efficient operation 
of the industry. In some quarters, 
however, a feeling has developed 
that allowances for advertising and 
promotional work are too generous, 
the result being an effort of the gen- 
eral accounting office to intervene. 
War Department officials contend 
firmly that they are within their 
rights in deciding for themselves 
which promotional expenditures are 
necessary and reasonable for the 
completion of a war contract, and 
they are determined to hold their 
position regardless of the efforts of 
the Comptroller General. 
Hearings on two pending cases 


week to scrutinize all such|have already been held by the 


| 


Comptroller General’s office, the 
cases involving contracts with Fleet- 
wings, Inc., and Emerson Electric 
Mfg. Company. These cases involve 
many of the disputed types of pro- 
motional expenditures, so a final de- 
cision on the issue is apparently in 
the making. 

The Comptroller General is seek- 
ing to intervene in all contract set- 
tlements, and has appealed to a 
sympathetic House military affairs 
committee for legislative support. 
His efforts have been resisted, how- 
ever, by virtually all war agencies 
and high administration officials, 
who believe that the legalistic ap- 
proach of the GAO would tie up 
contract settlements insufferably. 

Even War Department officials 
concede, however, that some pro- 
motional charges of war contractors 
have tended to get out of hand. 


Staal 


They are particularly critical of 
elaborate house organs which may 
be designed more for outside pro- 
motion than for employe morale 
work. They also are cool toward 
some of the over-expanded publicity 
offices of some war plants. 
Other promotional activities that 
have excited some curiosity are 
numerous trade and technical pub- 
lications of doubtful circulation that 
have appeared, and some trade 
associations and technical societies 
which are existing on incomes from 
war contractors. While many of 
these are legitimate, officials in the 
future will insist that contractors 
certify each promotion expenditure 

as essential. 
x * * 


With the signature by the Presi- 
dent last week of the _ so-called 
father draft bill, the War Manpower 
Commission’s much criticized list of 


, RADIO-CONTROLLED TOOLS 


that construct direct from blueprint 


The not-too-distant future gives promise of a new technique in manufacturing + « « pro- 
duction by radio. Amazing tests already have been made of electric-eye-controlled tools 


which make steel products direct from the blueprint, itself . . 


assurance of conversion tor use in other fields. 


Such scientific wonders are indicative of the vast new developments awaiting radio... 
striking potentialities of public service that belong to the world of peace to come. 

WCAU has long fulfilled its pledge of public service, maintaining consistent leadership 
in its area through 21 years of progress . 


and pertected execution . 


by survey alter survey. 


PHILADELPHIA'S 


WCAU., Philadelphia's only 50,000 watt, clear channel, non- 


directional radio station, will maintain its leadership Tomorrow as 


PRE-EMINENT 


.s leadership based on superior programming 


ror leadership certified by a dominance in listenership, proved 


it has in the past with still greater contributions to the art of 


radio and to the benefit and enjoyment of those it serves. 


RADIO STATION 


. and the process holds 


Advertising Age, December 20, 174 


URGES CAR CARE 


The last car 
in America 


TIDE WATER ASSOCIATED OF OOF 
on Vrs NY 


enters of Vt Finemg | (canacteme cond \ eoted Meta Ont 


Ov wad BOmOS Amo STAMmY 


Tide Water Associated Oil Co. ran this 
advertisement last week in 215 eastern 
newspapers in 1,000 and 748-line space, 
Copy points out that 1,500,000 cars were 
junked last year and urges utmost care 
of the remaining while. Lennen & 
Mitchell, New York, handles the account. 


nondeferable activities passed out of 
existence. 
Suspension of the nondeferable 
list removes the shadow that has 
hung over many advertising activi- 
ties for several months, for it has 
been widely rumored that segments 
of the industry would be considered 
nondeferable by the essential indus- 
tries committee. 
Particularly relieved by the new 
legislation was the outdoor industry 
which has sought without success 
to have its bill posters and sign 
painters removed from the nonde- 
ferables. Under the new arrange- 
ments, former nondeferables will 
take their chances with other fath- 
ers in the industry. 

* * * 
The salary stabilization unit of 
the Bureau of Internal Revenue has 
approved profit-sharing trusts which 
do not involve contributions by 
employers exceeding the employer 
contribution for the last year end- 
ing Oct. 2, 1942, or benefits for the 
employe exceeding benefits for a 
year ending prior to Oct. 2, 1942 
Full details are available at regional 
Treasury stabilization offices or 
from the Bureau of Internal Reve- 
nue, Washington, D. C. 

* * * 
Treasury war savings officials 
were relieved that the threat of 
paid government advertising had 
been removed by the House ways 
and means committee here last 
week, but loce! representatives for 
the National Editorial Association, 
staunch proponents of the Bankhead 
bill, predicted that more will be 
heard from the small papers, which 
have asked for a $30,000,000 federal 
advertising appropriation. 
Representatives of NEA pointed 
out that the ways and means com- 
mittee had tabled the bill by only 
one vote, so that the commi' ce 
might be induced to reverse it:«lf 
and revive the legislation. T«y 
also hinted that an effort might 
made to get 218 Congressional 
natures on a petition to disch: 
the ways and means committee 
bring the bill to the floor for a \ 


Du Plantier Promoted 


T. D. Du Plantier, formerly n 
ket research manager for Electr 
World and Electrical Contract 
has been appointed promotion m 
ager for Engineering News - Rec 
and Construction Methods, publis 
by McGraw-Hill Publishing C: 
pany, New York. He succee 
Charles S. Wilkinson, who 
joined Charles L. Rumrill & ( 
Rochester, N. Y., agency. 


ADVERTISERS 


Beginning January 3, 1944, 
important changes in the 
mechanical requirements of 
ApverTisiInc Ace will be | 
put into effect. Consult new | 
rate card before making | 
plates. 


NOTICE TO | 
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Why WE HAVE 
3 STAFF MEN 
IN WASHINGTON 


Or news from Washington there is no end. It spews forth day and night from both AP and UP tickers, more wordage than any 
two newspapers could print! But The Inquirer keeps the third largest newspaper staff in Washington . . . eight people, home town trained, 
local angled, but Washington wise, savvy with the Capitol scene... Wm. C. Murphy, chief, White House contact, working reporter, commentator 
... Walter Hazlett, editor, office manager, assignment maker... . John M. McCullough, War Department and Navy contact . . . Alexander 
Kendrick, Niemann fellow, Sigma Delta Chi Award winner, 1942; State Department, embassies, editorial writer . .. Hugh Morrow, covering 
Senate and House of Representatives ... Herman A. Lowe, alphabet bureau expert, war agencies . . . John C. O’Brien, veteran 


} -_ on national affairs, editor of Inquirer’s famous daily Washington Background . . . Dorothy Rockwell, on food, 
Ww 


shortages, rationing, women’s war effort, women’s angle, Capital society . . . 


Hazlett 


O’Brien 


Kendrick 
McCullough 


Rockwell 


Waar has this staff got that news services and syndicated columnists haven't? . .. Answer: They’re 


Morrow 


Inquirer reporters and nothing but, Broad and Market minded, intent on Pennsylvania and not Pennsylvania 


Avenue. They make sure that hot news gets home to the home folks, that city and state interests are not overlooked or 


lost in the national shuffle. They make Washington news more interesting, and The Inquirer more interesting . . . Provincial? 


Lowe 


Sure thing! This newspaper doesn’t aspire to be a national organ—just does the best possible job for the best part of Philadelphia’s 
population. But the job it does gives The Inquirer more inside influence than most newspapers ever have . . . earns a degree of loyalty and 
responsiveness that makes a good newspaper a better medium... as most advertisers in Philadelphia have found out, and Media Records 


confirms! . . . Maybe you can find out more about Philadelphia and The Inquirer to your own advantage? Ask any representative . . . 


Che Philadelphia Anquirer 


Washington staff men 
now in the services: 


* Lt. Col. Paul J. McGahan, AUS 


NATIONAL ADVERTISING REPRESENTATIVES # Capt. Robert Barry, USMC 

Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis é Lt. Charles H. Ellis, USNR 
' Keene Fitzpatrick, San Francisco # Lt. (jg) Frank Wier, USNR 
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Timmel Joins Hazard 

Kurt Timmel, formerly with Mar- 
schalk & Pratt Company, New York, 
has joined the Hazard Advertising 
Company, New York, as production 
manager. 


Named Managing Editor 
Stanley P. McMinn has been ap- 
pointed managing editor of Elec- 
tronic Industries, published by 
Caldwell-Clements, New York. 


“Gee! I just remembered—WFDF 


Flint said to avoid unnecessary 
travel.” 


Charges of Liquor 
Profiteering Aired 


Before Senators 


Federal Grand Jury 
to Study Operations 
of Big Distillers 


Washington, D. C., Dec. 16.—Four 
of the nation’s largest distillers were 
under fire this week as a special 
Senate committee and the Depart- 
ment of Justice joined with the 
Treasury’s alcoholic tax unit in an 
effort to discover whether profiteer- 
ing had accentuated the nation’s 
liquor shortage. 

The attacks on the four major 
distillers, voiced by the Senate com- 
mittee headed by Sen. Frederick 
Van Nuys of Indiana, alleged that 
the companies had bought up smal- 
ler distilleries in hope of cornering 
the market and making large profits. 

These charges were lent addi- 
tional official credence yesterday 
when the Department of Justice 
subpoenaed the four firms to review 
their operations bé@fore a federal 
grand jury considering an extensive 
investigation of the liquor industry. 


The firms are Hiram Walker, Inc.; 
Seagram Distillers Corporation; Na- 
tional Distillers Products Corpora- 
tion, and Schenley Distillers Cor- 
poration. 

The firms will be expected to pro- 
vide the grand jury with full infor- 
mation about their current methods 
of advertising and sales promotion, 
as well as distribution of their stock 
ownership, and their records relat- 
ing to the purchase and acquisition 
of stocks of distilled spirits, wines 
and other alcoholic beverages. 


Suggests Tax Change 


Hearings before the Van Nuys 
group got under way last weekend 
with Treasury officials stating that 
additional liquor might be avail- 
able for the market if tax laws were 
adjusted to reduce the bonded 
period to four years. This sugges- 
tion was seized by the Senate 
finance committee as a possible 
method of bolstering the 1944 tax 
bill, the potential net yield of which 
has sagged below $2,000,000,000. 

The Treasury reported a nation- 
wide investigation of its own to pro- 
tect revenues and insure fair trade 
practices. 

The alcohol tax unit said it had 
moved against “an incipient mild 
revival of moonshining’” and had 
stepped on several isolated cutting 
and false labeling conspiracies, re- 
sulting in numerous arrests. 

While most liquor violations in- 
volve state laws or OPA regulations, 
Stewart Berkshire, head of the alco- 
hol tax umit, said they frequently 


We're at the gate-way to the critical year 
-.. and no body of American citizens is 


more ready and eager to face 
farmers of the South. 


Crop goals are up again. Plenty of other 
»roblems too; labor, equipment and so on, 
Det the Southern farmer is set to meet 
them, set to contribute his full share of 
food, fibre and oil crops to make the great 


Victory sure. 


Steadily through the last 10 years, the 
Southern farmer has lifted himself by his 


Is read by 2 out of eve? 
5 white farm families in 
the South. 


NASHVILLE 
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it, than the 


2 LOS ANGELES 


boot straps. Owned farms in the South have 
increased, tenant farms have decreased, 
Values and prices have risen. The old 
dream of diversified crops has pretty 
nearly come true. 


These reasons why the Southern farmer 
isn’t afraid of 1944 are solid and substan- 
tial reasons why Southern Agriculturist, 
the 75-year-old farm paper which reaches 
nearly a million white farm families, is so 
important in your sales picture today, and 
in your post war plans. 


e@ CHICAGO DETROIT 


involve corollary violations of In- 
ternal Revenue laws. 

Failures of wholesalers to keep 
required records of sales and falsi- 
fications of these records have been 
among the numerous violations de- 
tected. Agents have been particu- 
larly interested in tracing large unit 
sales which might indicate diversion 
into black market channels. 


Delays Label Applications 


While sugar rationing has helped 
keep illicit distilling at a low level, 
Mr. Berkshire said the Treasury 
drive had resulted in seizure of 507 
stills in a four-week period, 46% 
more than the same period last 
year. 
The unit has experienced diffi- 
culties with labeling statements on 
“whiskies” in the import trade, and 
has decided to hold up label appli- 
cations until samples are analyzed, 
he said, explaining that so-called 
whiskies are often found to be cane 
spirits with flavoring. 
Under the self-imposed rationing 
system established by the industry, 
Mr. Berkshire reported, whisky has 
been withdrawn from bond during 
the past six months at 65% of the 
rate for the same period last year. 
“This reduction in withdrawals, 
together with the increased pur- 
chasing power of the public,” he 
said, “has created a large shortage 
of liquor and has resulted in black 
market prices and the hoarding of 
stock by some wholesalers and re- 
tailers and to some extent by pre- 
ferred consumer customers.” 


‘Miami News’ Goes 
to 9-Column Pages 


The Miami News, beginning to- 
day, will publish its pages nine 
columns wide instead of the stan- 
dard eight columns. The change is 
expected to result im saving more 
than 10% of newsprint and to 
enable the paper to continue its 
service to readers and advertisers 
without reduction of space or circu- 
lation. 

The columns will be slightly re- 
duced in width and the size of the 
paper will remain virtually the 
same, officials said, adding that suc- 
cess of the experiment rests upon 
its reception by readers. The News 
converted its classified pages to 
nine columns on Dec. 1. 
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Gaylord Elected 
NAM President 


New York, Dec. 14.—Robert y 
Gaylord, president, Ingersoll Mill ng 
Machine Company, Rockford, {| 
was elected pres- ; 
ident of the Na- 
tional Association 
of Manufacturers 
here last Friday, 
succeeding Fred- 
erick C. Craw- 
ford, president, 
Thompson Prod- 
ucts, Inc., Cleve- 
land. 

Mr. Gaylord 
will take office 
Jan. 1, when Mr. 
Crawford will 
become chairman 
of the NAM 


R. M. Gaylord 
board of directors, succeeding Wij). 


liam P. Witherow, president of 
Blaw-Knox Company, Pittsburgh, 
who becomes chairman of the ex. 
ecutive committee. 

The following were elected to the 
NAM board of directors as direc. 
tors-at-large for 1944 and ‘45: 
Donaldson Brown, vice - chairman, 
General Motors Corporation, New 
York; S. Bayard Colgate, chairman, 
Colgate-Palmolive-Peet Company, 
Jersey City; Harvey S. Firestone 
Jr., president, Firestone Tire & 
Rubber Company, Akron; T. J. 
Hargrave, president, Eastman’ Ko- 
dak Company, Rochester; Sydney 
G. McAllister, chairman of the 
executive committee, Internationa] 
Harvester Company, Chicago; A. W 
Robertson, chairman, Westinghouse 
Electric & Mfg. Company, Pitts. 
burgh. 


Sidebotham Joins Compton 
John A. Sidebotham, formerly 
with Knight & Gilbert, and Fuller 
& Smith & Ross, has joined Compton 
Advertising as an art director. 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


buying habits and product preferences, 


| interest at a time when vour prospects 


major market. 
$47,363,000 annually. 
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...and that’s how 
the ZOOT SUIT 
was born 


That even the younger generation of 
Americans could have been sold on the 
idea of wearing such absurd garments, 
ridiculous hats and six-foot watch chains 
as have been affected by the zoot-suiters 
would have seemed unbelievable a few 
years back. Then how come? Well, it 
seems that this style of attire first came 
to attention when worn by Clark Gable 
in “Gone With the Wind.” Americans 
like Gable. He can do no wrong. Why 
not copy him? 


This is but another example of the ter 
rific impact which the motion picture 
theatre exerts in influencing American 


buying habits. 


Here, in glamorous surroundings, the public has learned to expect the latest 
developments of art, science and industry. From this “showcase” stem the new 


Installation or use of any product in a theatre places it in .ue spotlight of 


are in their most receptive mood. 


Aside from offering unusual possibilities for introducing and perpetually re 
minding the masses of your product, this gigantic business itself offers you # 
The average expenditure for theatre construction (1929-38) was 
The normal annual expenditure for equipment and <up 
plies is $25,000,000. Postwar theatre planning now in effect will release a pent-up 
demand far exceeding all previous records. 


The one way to cultivate this class market for itself and as a convenient direc! 
access to popular favor of the masses is through the pages of 


The MODERY THEATRE: 


SICAL MAINTENANCE SECTION of BONOFEIE ; 


special issues for 1944, including BOXOFFICE BAROMETER, ‘™ 
only annual publication reaching practically every theatre “ 
North America; spotlighting every phase of theatre busines! 


Write for a free copy of our plan book “SELLING to and thru THE MOVIE s." 
Address The MODERN THEATRE, 332 S. Michigan Ave., Chicago 4, Tl. 
9 Rockefeller Plaza, New York 20, N. Y. 
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pert M. 
Mill ing 


OLERANCE is not born .. . but made! During the 


bylord 


ae youthful, formative years, our citizens of tomorrow 
lt must be taught freedom, equality and justice. Our 
the ex | schools and our homes do their part... but psycholo- 
1 to the A CAR f } gists and educators agree that leisure-time reading and recreation 
rec = 


ita ae tile cua anemone “COT pe play a particularly powerful part in the molding of young America. 


DO NOT HATE EACH OTHER / CAPTAIN a Aye 
COLIN KELLY. WHO DIED FIGHTING THE ; 
JAPANESE HAD FOR HIS BOMBARDIER, | HATE EACH The 25,000,000-plus comic magazines sold every month illustrate 


MEYER LEVIN / AN /RIDIMAN ANO A OTHER-/ WE 


ad 45: We MUST “DIVIDE AND CON- 
SUETNaD, IR |QUER“AS WE DID HERE IN 
ee IE EUROPE! FATHER'S MUST BE 
man,  |7AUGHT TO HATE THEIR SONS: 
mpany, | 2e07HERS MUST HATE THEIR 


“lr BROTHERS! WORK UP CLASS WEN FIGHTING SIDE BY SIDE / ARE HATE, how completely this new national reading habit has become part 
med POOR WATE BACH OTHER, ~ ae EXPER: of young people's recreation; the strip-continuity editorial material 
~ fe UEW-PROTESTANT Ao a . iF \ ; provides a uniquely effective common-denominator of communica- 
. a] CATH -S' ~) 2 \ | * . *- . . . 
ational yn toot We de y- hy. ae Ne tion. This great force... combining a massive audience and an 
aghouse eloquent medium of expression . . . is working today to promote 
Pitts- “ie ‘ . . 
™ ai x tolerance painlessly, powerfully, and permanently. The publishers 
> “”AY a of the National Comics Group have taken the lead in weaving 
npton f \ ~) ‘ Bie ° ° . ° e 
rule. ie i -s through their editorial pages the principles for which America 
ompton | | au \ ti - Z stands. Familiar heroes of modern folklore are battling against 


YOL! CERTAINLY 
ARE AMERICANS! 
WE MUST M4KE 


“4 YES, WE MAY BE OF DIFFERENT 

aN Moc NATIONALITIES AND RELIGIONS- 
KNOW) PROTESTANT, CATHOLIC OR < 

. THE BOYS AROUND \/T NOW?/ Jewish — BUT TOGETHER WERE J 

ae ue THAT ALL RED-BLOODED, CLEAN, HEALTHY, 

¥. D STATES FREE AMERICANS / YOU CAN’T 


intolerance and disunity ... are building the youth of America! 


Herewith are extracts from a recent issue of All-Star Comics pre- 
pared with the cooperation of the O.W.I. and the Council against 


IS A GREAT MELTING THp 
1: poh) HICH p> ogg yatta Intolerance...typical examples (although without either continuity 
onto IT'S TOO or color) ot the constructive job being done today. 


SELLING WITH THE COMMON DENOMINATOR 


now 
UT 


Alert advertisers, too, are using the common denominator of all advertising 
media... the comic magazines read by one-third of all America! The National 
Comics Group, pioneer in the field and leader today, 


is delivering over 8,000,000 circulation for such prod- 


y 


¥) 
& I A MINERS I 01G THE COAL THAT Y 1AM A FARMER’ RAISE THE 1 WORK IN A WAR PLANT// BUILD] ucts as General Mills’ Wheaties, Kellogg's Pep, Royal 


FEEDE OUR BLAST FURNACES, FOOD THAT FEEDS OUR NATION. \THE SHIPS THAT BRING SUPPLIES 

oF THAT MEATS OUR HOMES THAT | 1 WORK FROM DAWN TIL DUSK \7O OUR FIGHTERS ALL OVER Crown Cola, Thom McAn Shoes, Baby Ruth Cayay, 
Mion ¢ FUELS OUR MIGHTY BATTLE GROWING FOOD TO MAKE Us THE WORLD~THE CANNON THA Tootsie Rolls, Daisy Air Rifles, National Carbon’'s 
- 4 WAGONS/ HEALTHY / EAT SANELY WISELY.._/ pods OUR DEFIANCE OF THE F sis leaticed sh idliattie 4. within the eae 
—— STAY WELL! _ ATTACKING HORDEE// MAKE veready Batteries and others... and, within imits 
herve THE Al PLANES! / of space availability, the National Comics Group can 
tonite BUILD THE GUNS/ i tek emi’ 
Well, it you! 
‘st came 
k Gable 
nericans 
gz. Why 

the ter- 

picture 
merican 
ne latest 
the new | . 

| I REPRESENT FIFTEEN n| /M WST ONE OF THOUGANDS OF TB YEAH, ANUS KIDS ARE HELPIN,’ SUAS AMERICANS, WE MUST FACE 

tient of | ALION, COLORED AMERICA AMERICAN HOUSEWIVES: -BUT WE WITOO? WE COLLECT THE AD RUB 1 Pap ny od FEARS NO- 
ight oh | HO ARE WORKING TO GET Fe 2O OUR SHAKE /BY FEEDING OUR PRBER IKON AN’ COPPER THAT THING MORE THAN A NATION 
. RID OF THOSE RASCALS, ff |FAMILIES GOOD WHOLESOME NOBODY NEEDS’ THA] ISTRONG IN IT & COLLECTIVE, o ' 

nwt | ATLER, HROHITO YOOD WE KEEP THEM STKONG | | SCKAP WILL WIN THIS SCKAPLN UNIFIED STRENGTH! NO MOK . (a 
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presented Nationally by 


RICHARD A. FELDON & CO. 


420 Lexington Avenue * New York 
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Keller to Katzinger 


Frederick Keller, tormerly vice- 
president and general sales manager 
of the Peerless Novelty Company, 
Grand Haven, Mich., has been 
named general sales manager of Ed- 
ward Katzinger Company, Chicago, 
and its American subsidiaries. He 
will have charge of the sale of all 
Katzinger products for the hard- 
ware and houseware fields. 


Bosley to Campbell 


Wallace B. Bosley, formerly pro- 
duction supervisor of Consolidated 
Book Publishers and _ production 
manager of Erwin, Wasey & Co., 
Chicago, has been named produc- 
tion manager of the Chicago office 
of Campbell-Sanford Advertising 
Company. 
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STUDIOS INC. 
540 N. MICHIGAN AVE. + CHICAGO 
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Brownout Rule 


Amended; Hours 
Now Dusk fo 10 P. M. 


Washington, D. C., Dec. 14.—WPB 
sought today to encourage wider 
compliance with its brownout of 
advertising displays by amending 
conservation regulations to permit 
operations of outdoor and indoor 
displays and show windows between 
dusk and 10 p. m. 

Heretofore, under a_ voluntary 
conservation code promoted by the 
electric utilities and the WPB’s 
Office of War Utilities, advertisers 
have been asked to limit operation 
of displays to two hours between 
dusk and 10 p. m., the two hours 
being determined by the owners. 


Permissive Feature Blamed 


In adjusting the _ regulations, 
OWU said the sole purpose of the 
change was to eliminate confusion 
that had resulted from the permis- 
sive two-hour provision in the origi- 
nal code adopted last summer. This 
permissive clause, it was explained, 
has been widely misinterpreted, and 
has stimulated violation of the code. 

Officials admitted ¢hat ‘results of 
the brownout have been disappoint- 
ing so far, but were inclined to 


|place the blame on the permissive|tising industry and trade associa- 
|feature eliminated in today’s revi-| tions, Mr. Krug said, an industry 


sion of the rules. They asserted that 

|the manager of an establishment, 
|seeing a competitor’s display in 
operation, felt that his interest re- 
quired continued lighting of his own 
sign or window. 

In standardizing the curtailment 
so that all displays and windows 
may operate between dusk and 10 
p. m., officials hope that enforce- 
ment of the entire code will be more 
effective. They point out that under 
the code, there should now be a 
virtual blackout of signs before 
dusk and after 10 p. m. 

The national brownout was or- 
dered in September as part of a 
broad cooperative effort by WPB 
and industry to conserve natural 
resources, particularly coal, water, 
oil and gas. Electricity, although 
available in abundant quantities, 
was included in the program, since 
large amounts of it, in certain sec- 
tions of the country, are made from 
coal, a particularly critical resource. 

Changes in the program were 
explained to utility companies last 
week by J. A. Krug, director of the 
Office of War Utilities, who said 
that the two-hour permissive burn- 
ing period for advertising and dis- 
play signs and for window lighting 
“was retarding” full compliance of 
industry with the program ‘“be- 
cause of the lack of uniformity 
within the community and between 
different communities.” 

In order to assist materially in 
securing cooperation of the adver- 


There’s a little hillbilly in the lot of us. Otherwise explain the 
overflow thousands turning out Saturday nights in metropolitan 
Kansas City for the seventh successful season of this, the Middlewest’s 
greatest radio-stage show—the K MBC Brush Creek Follies. Explain, 
too, one of radio’s highest urban listener ratings, as shown by all ac- 
credited surveys—be it Saturday nights from the Follies or throughout 
the week when this great array of Brush Creek talent gives KMBC’s 
programming schedule its plus appeal. Just another of many reasons 


why KMBC is first among all stations in the “Heart of America™! 
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OF KANSAS CITY 


FREE & PETERS, INC. 


task force representing the utilities 
had decided to modify the regula- 
tion. 

The modified rules retain a pro- 
vision that no indoor or outdoor 
promotional displays shall operate 
in the daytime and that wattage of 
all signs shall be reduced by the 
maximum practical amount. 

It adds that signs shall operate 
between dusk and 10 p. m. in terms 
of local time, exempting signs 
necessary for identification or direc- 
tion of places of public services 
such as restaurants, lodging estab- 
lishments and transportation ter- 
minals while they are open for 
business. 

The amended rules retain the ban 
on indoor show-window lighting in 
the daytime, limiting nighttime 
operation between dusk and 10 
p. m., local time, using the least 
practical wattage. 


ABC Admits Twelve 
to Membership 


Twelve new members have been 
admitted to membership in the 
Audit Bureau of Circulations. 

They are: John Morrell & Co., 
Ottumwa, Ia.; Murine Company, 
Chicago; Owens-Illinois Glass Com- 
pany, Toledo, O.; A. C. Spark Plug 
Division, General Motors Corpora- 
tion, Flint, Mich.; Dunlop Tire & 
Rubber Corporation, Buffalo, N. Y.; 
J. A. Folger & Co., Kansas City, 
Mo; Times, Gadsden, Ala.; Observer 
LaGrande, Ore.; News, Sault Ste 
Marie, Mich.; Time (Canadian edi- 
tion), Chicago; Pacific Laundry & 
Cleaning Journal, San Francisco 
and Henri, Hurst & McDonald, Chi- 
cago agency. 


Sponsors Poster Contest 

Subject of the 10th annual Stu- 
dent Poster Contest, sponsored by 
the Cleveland Advertising Club, is 
“Planning America’s and the Ameri- 
can People’s Future in Peace.” Five 
hundred dollars in prizes, contrib- 
uted by J. A. Zimmer, president of 
Central Outdoor Advertising Com- 
pany, will be awarded to students 
from the fifth grade to college levels. 
An exhibition of the 1,500 posters 
expected to be entered in the con- 
test will be held April 10-22. 
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Nationwide Beer 
Brand Offered 


Small Brewers 


Chicago, Dec. 14.—A plan », 
small and medium size brewers ( 
market nationally a “genuine p e. 
mium beer,” with uniformity of 
taste and quality, while maintain > 
their local competitive brands, ! 
been announced by the Brew» rs 
Journal. Two-fold aim is to cn. 
able local brewers to compcte 
on a more advantageous basis w th 
national beer brands, and to protec 
them from further encroachment jp 
the field by the big distillers. 

The plan, modeled after that of 
the Sealtest system of Nationa) 
Dairy Products, calls for nationa] 
advertising and promotion of the 
premium beer under the label, 
‘Masters’ Brew,” official seal of the 
Masters’ System of Laboratory Con- 
trol, Inc. Joint production of a 
group of local brewers, the Brewers 
Journal pointed out, would “sup- 
port a national institution” that 
could educate both the trade and 
the public to the importance of this 
seal through the use of radio and 
national magazines. 

Other features of the plan are 
that the small brewers would have 
the benefits of “one of the finest 
brewing laboratories in existence,” 
would be assured a supply of raw 
materials of specified properties, 
and the proper biological conditions 
and scientific supervision for pro- 
ducing a beer of constant uniform- 
ity and quality. In addition, the 
small brewer would benefit from 
“tested merchandising, through 3 
central bureau with exchange of 
experience, sales ideas, dealer sup- 
ports and every other element used 
by outstanding national advertis- 
ers.” 

The plan, according to David B. 
Gibson, publisher of the Brewers 
Journal, was developed by Living- 
stone Porter Hicks, owner of the 
Detroit advertising agency of that 
name, and president of Koppitz- 
Melchers, Inc., Detroit brewer. A 
meeting of brewers, Mr. Gibson 
said, will be called early in Janu- 
ary in Chicago to perfect organiza- 


tion of the plan. 
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Arianta 


store sales 


34% 


The consistency of Atlanta's re 
tail sales performance has al 
ways been something an adver- 
tiser could tie to. It's a market 
that takes a lot of guesswork out 
of a media man’s job. Selection 
of The Journal puts him squarely 
on the beam. 
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‘The Atlanta Journal 


JOURNAL COVERS DIXIE LIKE THE DEW 


193,592 Daily 


’ 


oy Ser. 


department 


{— 


Still Out-Booming 

The Boom Towns 
Gain in Dept. Store Sales 
for first ten months of 1943 
over same period a year ago 
Representative cities, com- 
parable in size to Atlanta or 
: larger. Fed'l Reserve Report. 
t Atlanta +34% 
Akron +15% 
Birmingham +18% 
Boston + 6% 
s Buffalo +10% 
Chicago + 8% 
Cleveland + 5% 
Dallas +46% 
Denver +22% 
Detroit + 4% 
Houston +33% 
Indianapolis +23% 
Kansas City +21% 
Los Angeles + 21% 
Louisville +14% 
Memphis +27% 
Milwaukee +10% 
New Orleans +24% 
New York + 7% 
Philadelphia + 6% 
Pittsburgh + 4% 
Richmond +22% 
St. Louis + 7% 
Seattle +19% 
Washington + 6% 


Circulation in the South —__ 
247,384 Sunday 


WSB - THE ATLANTA JOURNAL RADIO STATION - 50.000 WATTS 
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One of the most dangerous saboteurs abroad 
in this country is not a German... it’s a germ. An 
enemy that destroys 150 million dollars worth of milk each year. 
This destroyer is mastitis ...ruination of the cows which have it...and 
present in one out of four of the dairy cows in America. 
Mastitis can be cured in the laboratory... But 


how about on the farm ...and how much will it cost? 


To get practical answers to these questions, Country Gentleman 
‘“‘adopted”’ a herd of 20 dairy cows. Six had mastitis. Treatment of the 
infected animals was started and an accurate record of the cost of 
medication and approved tests was kept. « 

Four cows were cured with the first treatment. In a little over a 
month, the entire herd was freed of mastitis...and producing milk of 


top quality. The cost? ... $69.50; a trifle compared with the gain. 


Here was authoritative, down-to-earth information for American farm- 
ers... Vital news of national importance. The results of the test 
were spread nation-wide through Country Gentleman. The 
battle against mastitis will be won! 
This is not just an isolated case of con- 
structive reporting. It is another example 
of how, through its editorial leadership, 
Country Gentleman has earned the 
right to its title, ““National Spokesman for 


Agriculture?’ 
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Congress Will Listen 


Business men in general, as well 
as those concerned with advertising, 
should take courage from the fact 
that the Bankhead bill and others 
providing for government expendi- 
tures for advertising in a limited 
class of media were defeated in 
committee and will not be reported 
to the House of Representatives. 
The fact that the Bankhead bill, 
which had been passed by the Sen- 
ate, appeared to be unbeatable in 


the House, made the final outcome | 
more favorable than most opponents | 
and related measures had| 


of this 
been able to hope for. 

Since business will have to look 
to Congress for many kinds of reme- 
dial legislation to improve the cli- 
mate in which enterprise will op- 


erate after the war, developments 


such as this one should be regarded 
as significant. They show that Con- 
gress is in a mood to listen, and that 
legitimate arguments for or against 
proposed legislation will be con- 
sidered seriously. The chances of 
really doing something in Washing- 
ton on the legislative front thus 
appear to be far better than they 
have been for a good many years. 
It is generally agreed that in our 
domestic affairs public opinion has 
swung to a more conservative posi- 
tion than it occupied during the 
years when most of the reforms ad- 
vocated by the New Deal were put 
into effect. It is noteworthy that 
the pendulum always swings back 
after it has swung to either ex- 
treme. Thus, following a ten-year 
period of social and economic re- 


| form, it was entirely logical that the 
| public and Congress, which responds | 


|}quickly to expressions of public 


| opinion, would assume a less rad-| 


|ical position. 
| 
knowing your Congressmen and 
| Senators personally, if possible, and 
| keeping in touch with them by mail. 
They’ll be interested in your com- 
ments and suggestions. 

All of this suggests that since 
what the government does as to 
taxes, as to the termination of war 
contracts and the disposition of gov- 
ernment-owned war plants will de- 
termine the opportunity for business 
to operate successfully in the com- 
ing years, courageous plans should 
be made now for the establishment 
of a favorable base for the ex- 
pansion of enterprise, the mainten- 
ance of high-level employment and 
the continuation of the industrial 
program of making better goods for 
less money, to be available con- 
stantly to more people. That is the 
only way we can maintain or im- 


prove our standard of living. 

Such ambitious projects as the 
National Industrial Information 
Committee, whose program was 
described in the Dec. 13 issue of 
| ADVERTISING AGE, are in keeping 
with the spirit of the times. Edu- 


cation of the public as to the needs 
and opportunities of business and 
industry will create the sentiment 
needed to support Congress in its 
development of a constructive legis- 
lative program the postwar 
period. 


for 


Should Agencies Sign Ads? 


An unusually interesting 
in the December 6 ADVER- 
TISING AGE called attention to the 
policy adopted by N. W. Ayer & Son 
in signing the advertisements of 
certain of its clients 
important 


report 
issue of 


A number of 
advertisers have ap- 
proved this plan, it was pointed out, 
including such leaders as Webster- 
Eisenlohr, De Beers Consolidated 
Mines, Cannon Mills, Cliquot Club 
and others. 

There is much to be said in favor 
of the 


on 


agency signature appearing 
though the 
subject is so debatable that no com- 
plete agreement upon it 
ably be reached for 


come. 


clients’ copy, even 
will prob- 
a long time to 
The fact that today agencies 
share with advertisers legal respon- 
for of the most 


convincing arguments which can be 


sibility copy is one 
advanced, and the 
ture, 
nite 


use of the signa- 
implying recognition of defi- 
the 


advertiser, for the statements made, 


responsibility, along with 


should have a good effect in improv- 
ing the factual content of adver- 
tising. Many agencies would not 


admit, however, that their recogni- 
|tion of responsibility would be in- 
creased by the inclusion of their 
signatures 

On the 
ment Is 


other side of the argu- 
the fact that the 
general public is not interested in 
the technical phases of the prepara- 
tion of advertisements. It might be 
contended that it would be just as 


obvious 


logical for the advertising manager | 


to affix his signature also, since the 
the purposes of copy 
preparation, functions as a part of 
the client’s organization. All others 
concerned with the writing and 
production of advertisements are 
and hence it might be 
there is no 


agency, for 


anonymous, 
urged that 
publicizing 


reason for 


the agency alone. 

We believe the subject is impor- 
tant enough to deserve a thorough 
N. W. Ayer & Son and 
its clients have evidently found that 
the plan has merit. It will be inter- 


‘sting to note whether other leading 


discussion. 


idvertisers and their agencies arrive 
t the same conclusion after consid- 
eration of all of the pros and cons. 


National | 


4. 0. Dobyns, | 


This suggests the advisability of | 


| 


| 


"“Garnished with holly and wrapped in 
for any 


Progressive 
our attractive gift box, it's an ideal gift 
husband.” 


Grocer 


Ad-li 


From Cradle to Grave 

We have known that OPA was 
enlisting the aid of funeral directors 
in the collection of ration books no 
longer needed, but we hadn’t seen 


Funeral Director 


The Office of Price Administration has asked the 
funeral directors of America to assirt in the re- 
turn of ration books of those who have been taken 
by death, outlining the plan in the following in- 
tiructions:— 


Through the cooperation of the Funers! 
Directors Association, morticians will assist 
in colfecting ration books of deceased per 
sons. Beginning Dec. 1, 1943, morticians will 
supply the families of the deceased with an 
envelope for the surrender of ration books 
and request the families to forward the books 
mm question to the local war price and 
retioning boards 


At the same time the morticians will send 
the local board « postcard (Form R192) 
stating the name and address of the de 
ceased person—Form 192 returned by 
morticians should be filed slphebeticaty and 
wsed as @ check against books surrendered. 


FRANK T. HESSINGER 


Funeral Service 
219 W. TABOR RD. 
2013 E. Susquehanna Ave. 
HANcock 6774 REGent 9064 


It Costs No More To Call Us , 


'any advertising based on this in- 
i ° . e . 

|teresting theme until the 165-line 
| advertisement reproduced here came 


newspaper. We are asking the War 
Advertising Council to advise us 
is to whether or not this classifies 
as acceptable war-effort advertising. 


Some Cooperation! 

Just about the most effective story 
in favor of consumer co-ops which 
could be written appears in a box 
in the current issue of The Coop- 
lerative Consumer, publication of 
| Consumers Cooperative Association 
| of North Kansas City. 

“Someone who attended CCA’s 
district meeting at McPherson, Kan., 
the evening of Nov. 18, lost a roll of 

| bills in the room where the dinner 
| was served that evening and where 


the speaking program was held 
afterward,” the item reads. “The 
money was turned over to staff 
members of CCA and is now in our 
vault in North Kansas City. In 


writing about it, please tell us ap-| 


proximately how much money was 
lost, and if possible, the denomina- 
tions of the bills. Incidentally, 
the person who lost the money need 
not be surprised or pleased in the 
event of its return. Getting money 
back from a co-op is so common in 


to our attention, via a Philadelphia | 


bbing 


|these days that it no longer causes 
surprise.” 


It's a Sore Spot 

Indicative of the attitude of more 
and more advertising men as well 
as others toward advertising which 
implies that the public is or should 
be on a spending orgy is a copy of 
'a letter we’ve received from R. G. 
Clark, president of Piggly Wiggly 
Corporation, Atlanta. Mr. Clark 
reads the ads as well as the editorial 
| material in AA, and the other day 
he found a newspaper ad which 
burned him up, so he sent a letter 
to the newspaper’s advertising man- 


ager, and a carbon to us. And 
there’s a point to it, we believe, 
which all ad men should bear in 


mind these days. 
“The cut you used in ADVERTISING 
AGE this week sent the blue shivers 


newspaper. “There they were, big 
as life: the happy, carefree, honest 
war worker, gaily waving his wad 
of cash (overtime at time and a 
half); plus the simpering female 
worker with the fat pay check (also 
|time and a half), and with the in- 
|}evitable open purse. 

| “There they are, folks. The very 
people who buy bonds via the pay- 
roll plan—and cash them in at the 


fend of the 60-day period the 
|\folks who crowd ——— Ave. from| 
curb to curb, trying to find some- | 


thing high priced enough to waste 
their money on . the folks who 
cry the hardest when the inflation 
they are bringing on finally 
them. 

“If your artist had started out to 
draw something that would show 
the workers gaily going to hell, he 
couldn’t have done any better. 

“I know what you're driving at, 
but, for God’s sake, don’t rub it in!” 


Jottings 
The Franklin County, O., War 
Services Board is supplying local 


advertisers with a sheet of suggested 
copy ideas for “a war message in 
every ad.” Paul A. Kelly of Capital 
Finance Corporation, Columbus, and 
other adclubbers are 
ball. 


sued an unusually attractive bro- 
chure showing some of the reactions 
to its series of advertisements pay- 
ing tribute to the war job being 
done by the service industries, par- 
ticularly in the transportation, com- 
munication and untility fields. . . 


through me,” Mr. Clark wrote to the | 


hits | 


carrying the} 


General Cable Corporation has is-| 


' 
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Informatic 
for 
Advertisers 


The following documents m. y }j 
secured without charge from .on 
panies sponsoring them, or tl] 
ADVERTISING AGE, by any n: 
advertiser or advertising a:e; 
executive writing on his b 

| letterhead. 

No. 2243. They Made a Lot 4 
Money from Some Old Paint. 
Columbia Pacific network has ; 
ued this booklet, which tells aboy 


the development of Soil-Off, ; 
venture into advertising, and ty 
story of its sales success throug} 


SNX and Columbia Pacific, wher 
10% of its budget has been spent, 


| No, 2153. Survey on Dehydrated 
Soups and Foods. 


The Philadelphia Evening Bulle: 
tin has issued its second survey of 
dehydrated foods and soups cop. 
ducted by personal interviews with 
| 1,294 Philadelphia housewives while 
| they were in 14 supermarkets rep. 
resenting a cross section of the 
Philadelphia area. The extent of 
use of dehydrated products js 
shown, with reasons put forth by 
non - users and typical comments 
showing consumer attitudes. 


No. 2224. Speaking from the Heart 

Maps and graphs illustrate the 
figures on farm listening habits ip 
this new brochure issued by Station 
KMBC. The survey deals specific- 
| ally with service programs—news 
farm talks, markets, farm programs 
and home service features—as the 
| greatest factors affecting habitual 
listening in rural homes. 


No. 2226. The United States News 
Association. 
In this brochure, the United 


States News tells the story of its 
capital news coverage, describes its 
Washington organization, how it 
| functions and the specialized serv- 
ices it publishes. A 10-year circu- 
lation record is included in the re 
port. 


No. 


2259. Why Don’t You Spel 
for Yourself, John? 
| This brochure, issued by the Neu 
| York Times, reproduces 50 adver- 
tisements showing the trend toward 
| brightening up prosaic statistical 
|reports in interesting, editorial- 
style copy. 


| No. 2252. The Light Metals. 
Business Week, in this special re- 
| port to executives, one of its serie 


subtitles the study “A wartin 
reconnaissance of their postwa! 
position,” and analyzes the _ job 
/methods, markets, problems and 


organization of the light meta! in- 
dustries to evaluate trends now i 
ble in these industries in te of 
their future usefulness in peace- 
time. 


No. 


2260. A Must Market in 
England. 


Station WTAG, Worcester, \ 
has issued this folder full of 
mation about the gains in bu 
activity in its market, inclu in 
figures showing the number of ©m- 
ployes, industrial payrolls, effe \\vé 
buying income and sales in var .0Uus 
classifications. 


No. 2261. There’s Still a Fro ‘ie 
for Postwar Export Marke 
Caminos y Calles, highway  ©on 
struction magazine published 2% 
| Gillette Publishing Company, 
issued this brochure, which re 
the effect war has had upon ! 
way development in Central 
South America and the resu 
| market for construction equipr 


No. 2262. Something New Is ! 
pening in Dayton. 

Percentage of gains in pop 
tion, employment and payrolls, 
retail sales are reported in 
booklet, issued by the Dayton Jc" 
nal-Herald, along with informa 
on the papers’ circulation growt 
the ABC city zone and the tra 
area. 
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VICTORY GARDEN CLUB, created 


by the Los Angeles Times—with free 


helps and instructions for all who 


pledged themselves to raise needed 


vegetables. 


WAR WORKERS GOLF TOURNA- 
MENT. A Times-sponsored event 
that brought together war workers, 
top flight golfers, movie celebrities. 


The largest tournament ever held in 


the West. 


BOXING TOURNAMENT. A two- 
night show of the best amateur fight- 
ers from the Army, Navy and Defense 
Plants. Eighty entries (some from as 
many as 1000 miles distance) and 184 
bouts. Sponsored by THE TIMES. 


." 
iP bi, 


apr 

ARMY ORDNANCE SHOW. Two 

days of military exhibits and ma- 

neuvers presented by the U. S. Army 

Service Forces under the sponsorship 

' of THE TIMES. The nation’s most 
spectacular presentation of fighting 


men and machines in action. 


SAN FRANCISCO 


| menssean 
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Users to Judge Tire Copy 


B. F. Goodrich Company, Akron, 
O., has invited 30,000 truck tire 
customers throughout the country 
to judge, in the order of their effec- 
tiveness, seven of the company’s ad- 
vertisements that have appeared re- 
cently in national magazines. The 
50 entrants who rate the advertise- 
ments in the order preferred by a 
majority of those participating will 
each receive a $100 war bond. 


.\ . . 
Lighting Book’ Out 

A 175-page “Lighting Handbook,” 
originally scheduled for release 
after the war, has been issued by 
the Westinghouse lamp division, 
Bloomfield, N. J., as a working ref- 
erence book for lighting engineers, 
designers, architects and builders. 


surveys 
r 
required 
to prove 
that 


for more than 
a0 years 

the San 
Francisco 
Examiner 
has been 

the leading 
newspaper 

in its field 


Chevrolet Service 
Program Outlined 


to Dealer Groups 


Studebaker, Chrysler 
Also Offer New 
Wartime Aids 


Detroit, Dec. 16—A nationwide 
emergency war service program, in- 
cluding vastly expanded plans for 
keeping life in America’s automo- 
tive transportation system, has just 
been outlined to Chevrolet dealers 
in a series of meetings in key ci- 
ties. The program extends and 
elaborates on the car and truck con- 
servation plan inaugurated by 
Chevrolet Motor Division immedi- 
ately after Pearl Harbor. 

Newspaper and national maga- 
zine advertising, direct mail, service 
department posters, zone service 


schools and formulas for business 
management of service operations 
are being used to implement the 
program nationally and to assure 
uniform effectiveness. 

To expedite the special training, 
direction and supervision required 
in applying and maintaining the 
emergency war service program na- 
tionally, regional and zone terri- 
tories have been broken down into 
smaller areas. Wholesale personnel 
assigned to these areas will partici- 
pate in meetings with dealers, as- 
sist in parts inventory control, and 
help alleviate parts shortages. They 
will also aid dealers in surveying 
the service needs of their territories, 
and in expanding facilities to meet 
these needs. 


‘First in Service’ 


A complete and comprehensive 
system of records, to be kept in 
dealers’ service departments and 
also in regional and zone offices, has 
been worked out. Mileage of 
vehicles serviced and other data es- 
sential to the maintenance of cars 
and trucks in each dealer commu- 
nity will be incorporated in these 
records. 

“First in Service” is the theme of 


the advertising campaign, directed 
by Campbell-Ewald Company, and 
W. E. Holler, Chevrolet general 
sales manager, explains that the 
program is intended to inspire some 
10,000 Chevrolet dealers to be first 
in servicing essential motor vehicles 
in their communities. Special em- 
phasis is placed on the importance 
of truck maintenance to insure the 
uninterrupted movement of raw 
materials, finished weapons, muni- 
tions, farm products and other vital 
war supplies. 

Chevrolet was first in the indus- 
try to start a national program de- 
voted to maintenance and con- 
servation of the nation’s wartime 
automotive transportation system, 
originating the slogan, “Save the 
Wheels that Serve America,” Mr. 
Holler said. 

“The slogan has constituted the 
central theme of Chevrolet advertis- 
ing and has motivated both whole- 
sale and retail planning and activity 
since January, 1942,” he said. “The 
emergency war service program and 
the attendant advertising campaign 
are designed to revitalize and in- 
tensify an already excellent and ef- 
fective record of accomplishment in 
the conservation of motor vehicles. 


Advertising Age, December 20 


The program explores every 
bility of manpower, space, fac 
methods, training and educ: 
effort needed to insure the ; 
vation of highway transportat 


Issues New Booklet 


Chevrolet recently distribu 
dealers a new booklet giving 
hand accounts of the expe; 
and viewpoints of 24 deale: 
achieved outstanding results 
veloping service volume unde 
time conditions. The dealers 
experiences are 
more than $2,000,000 in servi: 


related hin 


ume during a 12-month perio‘ 


Chrysler Corporation part: 


sion has inaugurated a speci 


vilian program to help the 


pany’s dealers train employe 


placements, particularly th 
parts and service departmen' 
The program includes a 
course of instruction in 


Methods and Management,” ; 


series of large primer-type 


trated wall posters for use in sc 


ing both parts and service em; 
This material also is being 
available for class work in 
and vocational schools. 


loyes 
Madd 
tradd 


In its newspaper advertising, thd 


Both had 
the same 
problem... 


@ it puts its four-billion-dollar market of women 


in a frame of mind to improve themselves, their 
families and their homes. @ Alert advertisers seek- 


ing to reach more “do something” women have 


— 


There are 730,000 women who do something about it, because they read a magazine 
that dramatizes self-improvement for them. That magazine is SECRETS. In its realistic 


features and true-to-life stories it gives practical advice on child care while it entertains. 


but only one 


an unusual opportunity to solve their problems in SECRETS—the magazine with 85.8 O, 


married buyers and an average of 2.4 children each! @ SECRETS regular advertis 


spent 76% more money this year than last. National publicity accounts alone spent 61.°' 


more. These are the facts. See the figures below. 


99.8% newsstand circulation . . . 700% growth in seven years . . . i) 


top twelve on newsstand sales among all women’s magazines 


SECRETS newsstand buyers have an annual income of $1,806,082 


... average of 4.18 readers per copy, representing $2,294,014,00' 


ditional buying power 


market... 


running in excess of 730,000... 
of well over 100,000 copies — 


. circulation, of course, A. B. C. 


. . . totalling better than a four-billion-d 
rates still based on 600,000 guarantee .. . current 


. giving advertisers a circulation b 
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ivision is urging owners of Plym- 
uth, Dodge, DeSoto and Chrysler 
ars, and Dodge trucks, to make use 
¢ regular dealer service. MoPar 
arts and accessories are featured. 
The service parts campaign, 
unched six months ago through 
ithrauff & Ryan, Detroit, was re- 
ntly expanded to include about 
(0 newspapers. While the ad 
idget has been increased, most 
assages are held to 750 lines now 
ainst 1,000 formerly, and are in- 
rted on a month to month basis. 


‘SSUES TRUCK BOOKLET 


South Bend, Ind., Dec. 15.—As a 
mpanion piece to its “Care and 
aintenance of the Farm Truck in 
artime,”’ Studebaker Corporation 


has started sending out a new book- 


:. “Wartime Information for the 
Delivery Truck Operator.” 

The booklet supplies operators 

ith the complete text of ODT 17, 


wartime delivery restrictions which 


beeame effective Oct. 11, as well as 
interpretations covering both the 
regulations and general permits is- 
sued under them. A series of ques- 
tions and answers covers the entire 
subject of government regulation of 
wholesale and retail deliveries. 


Another section offers suggestions 
on truck conservation and main- 
tenance in wartime, applying to all 
makes of trucks. 

The company points out that 
Studebaker dealers, pledged to the 
U. S. Truck Conservation Corps 
program, will help eligible users 
obtain new trucks and are prepared 
to do necessary repair work. Atten- 
tion also is called to the Studebaker 
truck placement plan—under which 
trucks not in use are turned over to 
essential users and extra trucks and 
replacements are located. 


Toins McKinney 

Harry C. Schomaker has joined 
the Chicago sales staff of J. P. Mc- 
Kinney & Son, newspaper repre- 
sentative. Mr. Schomaker spent 20 
years with the Branham Company, 
newspaper and radio representa- 
tives. 


Zestang to Korn 


Zestang Company of America, 
Philadelphia and Chicago, has 
named J. M. Korn & Co., Phila- 
delphia, to handle its advertising. 
apeey papers and magazines will 
be used. 


Buiter Institute 
Warned to Combat 
‘Substitute Threat’ 


Chicago, Dec. 15.—Hitting at the 
“business push of imitations,’”’ Owen 
M. Richards, general manager of the 
American Dairy Association, warned 
500 representatives of the American 
Butter Institute here today to com- 
bat that and other dangers facing 
them by maintaining their ‘most 
valuable assets—trade names, prod- 
uct reputation, salesmanship, retail- 
er relationship, point-of-sale mer- 
chandising and public acceptance.” 

“These are the living elements of 
the butter business, the very founda- 
tion of what any food manufacturer 
or distributor possesses today,” said 
Mr. Richards. “Put together, they 
become the working force of the 
blueprints of tomorrow’s business. 
It is for this reason that sound post- 
war planning must take root in to- 
day’s course of business.” 

“Sharing scarcity, invasion of im- 
itations, price ceilings and the like 
are dangerous to the food business 
only in their retention,” Mr. Rich- 
ards said. “As long as they can be 


confined to the wartime emergency, 
there’s hope for ‘business as usual’ 
in the future.” 

To avoid a “Pearl Harbor situa- 
tion” in the postwar period, he 
urged adoption of a four-point pro- 
gram to: “(1) hold buying product 
preference for a product through 
constant parading of trade name 
and reputation of the maker; (2) 
guard against undermining by war- 
time food substitutes; (3) prepare 
for sales action and competition in 
the postwar period by keeping sales- 
manship in the ranks; and (4) pro- 
tect retailer relationship and point- 
of-sale merchandising cooperation.” 

Among recommendations of the 
institute for a more equitable dis- 
tribution of butter was that of sep- 
arating butter from meat, cheese 
and canned fish in the ration group- 
ing. 


Recoton Names Atlantic 


Recoton Corporation, Long Island 
City, N. Y., maker of phonograph 
needles, has named the Atlantic Ad- 
vertising Company, New York, to 
handle its account. Theater pro- 
grams, magazines and newspapers, 
business papers, direct mail and 
dealer displays will be used. 


Women who “do something about it” read 
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Lukens Promotes Butler 


William Butler 3d, who started as 
an apprentice nine years ago in the 
research department of Lukens Steel 
Company, Coatesville, Pa., has been 
promoted to advertising manager of 
Lukens and its subsidiaries, By- 
Products Steel Corporation and 
Lukenweld, Inc. He succeeds George 
M. Gillen, recently named assistant 
manager of combined sales for Lu- 
kens and subsidiaries. 


BOOKLET MAILED TO 
EXECUTIVES ON REQUEST 


. WILLIAM 
WILLIAM BALSA 
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Bringer of Yule 
Tidings Is Happy 
Role for Elsie 


(Picture on Page 47) 

Chicago, Dec. 16.—Elsie, the Bor- 
den cow, is revelling in her newest 
role—that of bringing joyous tidings 
of Christmas to her multitudinous 
young friends by reciting in re- 
cently released Yuletide copy Cle- 
ment C. Moore’s “A Visit from St. 
Nicholas.” 

The completely non-commercial 
copy is liberally sprinkled with 
colorful illustrations of St. Nick, his 
reindeer, and his gift-laden sleigh. 


There is just one serious thought 


for adults. In the lower right hand 
corner, Elsie repeats the message 
‘-»m Borden outdoor boards now 


showing throughout the 


nation,; tising in weekday issues of the| 


| “Where else in a war-torn world is| Tribune and in the Saturday Her- 


| there so much to be thankful for | ald-American. 


. . » SO much to hope for?” 

| Chicago Herald-American today, the 
advertisement offers reprints on 
enamel stock. In the Chicago Tri- 
bune copy scheduled for Dec. 22, 
Elsie suggests that parents read 
Moore’s famous verse to their chil- 
dren on Christmas Eve. 

For this third wartime Christmas, 
Borden executives here believe that 
a message of this type, completely 
devoid of selling, may be of value 
to people who have had to learn to 
look less to material things and more 
to the spirit of the occasion for their 
holiday pleasure. Others also appear 
to hold this belief, for requests for 
duplicate mats and electros and for 
reprints have been received by the 
Chicago office from Borden divisions 
throughout the country. 

Borden’s Chicago milk division 
has made extensive use of Elsie 


throughout 1943 in full-color adver- 


: |of Young & Rubicam is the agency 
As it will appear in the Dec. 18) 


The Chicago office | 


for the Chicago division of Bor- 
den Company. 


Station Becomes KODY 


The FCC has granted WOW, Inc., 
Omaha, permission to call its new 
outlet at North Platte, Neb., KODY. 
The transmitter for the station, 
formerly KGNF, is located on the 
site of the ranch home of Col. Wil- 
liam F. Cody. The station, taken 
over Dec. 11 from the Great Plains 
Broadcasting Company, will broad- 
cast on 1240 ke as an NBC affiliate. 


Names Klingensmith 

H. M. Klingensmith Company, 
Canton, O., has been named to 
handle advertising of Salem China 
Company, Salem, O., maker of din- 
nerware. Direct mail, trade pub- 
lications and national magazines 
will be used. 


THE POWER 
OF THE 
PRESS 


The Detroit 
Pree Press 


1S 
DEMONSTRATED 
TIME AND 
AGAIN 


Mr. 


Harold 


Iekes ordered 


action saved a situation 


The Detroit Free Press sees a duty beyond 


Che Detroit 


Nevertheless, the truth of that story, 
unearthed and presented by The Free Press, 
was vindicated quickly when Capt. Don 5S. 
Leonard, Michigan’s © C D Director, pre- 
sented Detroit's plight to Washington, and 
1900 carloads of 
coal diverted immediately to the Detroit area. 
This 
eventually have interfered directly with the 


production of war materials. 


that 


“impossible,” 


politic that 


would 380.000 families 


OT until Friday, October 15th, 1943, when 
The Detroit Free Press front paged the 
startling truth that half of the city of Detroit 
was without coal and that something had to be 


done about it quickly, was action taken to bring 
in an adequate supply. 
diately assailed from many quarters as “untrue,” 
“fantastic.” 


the mere presentation of news. 
speak out forthrightly about ills of the body 
ALERT journalism uncovers. 
The Detroit Free Press’ expose of Michigan's 
critical coal shortage is another milestone in 
this newspaper's 112 year old history of being 
“on guard” for the families it serves. Today, 
expect 


this newspaper, and their daily interest in it 
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The story was imme- 


It elects to 


such service from 


is a powerful influence in making advertising 


impressive and productive. 


Free Press 


STORY, BROOKS & FINLEY, Inc., Natl. Representatives 


' 


Swift's ‘44 Copy 
Devised to Meet 
Dealers’ Problem; 


Chicago, Dec. 14. — Advertisig 
plans for 1944 have been made io 
meet dealer needs and probles 
especially, more than 3,000 sal: s- 
men and other employes of Swif & 
Co. were told in the company’s src. 
ond annual radio sales meet ng 
Saturday over 127 Blue Netw. k 
stations. They were gathered .y 
studios all over the country to hear 
the company executives. 

Advertising in Life and he 
Saturday Evening Post will be used 


to continue to explain the meat 
situation to customers and to win 
patience and understanding for 
meat industry problems, listeners 
were told. Product copy in wo- 
men’s magazines will tie in with 
government objectives by featuring 
“Food Fights for Freedom,” gaso- 
line conservation, etc.; help the 
housewife with meat problems, and 
continue to build acceptance for 
company brands now and in the 
postwar period. Don McNeill’s 
Breakfast Club, on the air five times 
a week over the Blue Network for 
Swift, will also be continued. 

Good will—the strong preference 
that consumers and dealers feel for 
a company’s products and services— 
is that company’s most valuable as- 
set, said John Holmes, president. He 
warned: “We would be negligent in 
our duty ... if we failed to take 
every step that is necessary to 
maintain preference for our brands 
and good will for Swift & Co.” O. E, 
Jones, vice-president in charge of 
sales, declared that what is needed 
now and after the war is the sales- 
man who sells not only product but 
also the honesty and soundness of 
his company’s policies, 


Proven Joins Sterling 


J. A. Proven, formerly western 
regional manager of Victor Adding 
Machine Company, has been named 
general sales manager of Sterling 
Tool Products Company, Chicago, 
He will be in charge of an expanded 
sales and advertising program fea- 
turing the Sterling 1000, new elec- 


| tric portable sander. 


LES FLY HIGH 
WHEN YOU BUY 
; . , 


BALTIMORE'S 
Blue Network Outlet 


John Eimer Geo. H, Roeder — 
President Gen. Man 


FREE & P 
Exclusive National Rep. © 
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The roads that lead from Rome 


I eg a good part of so-called New Yorkers, I’m 


from a small town. 


“Yet it’s pretty easy for me to fall into the opin- 
ion that nothing very important in the U.S. hap- 


pens outside New York City. 


“T think the thing I like best about LIFE is the 
way it constantly jolts me out of my narrow big- 
city point of view. And I don’t mean it just creates 
a nostalgia for small towns. Far more than that, 
LIFE gives me a wholesome interest in what’s hap- 


pening on Vermont farms, in the West Coast ship- 


yards, in Colorado mining towns, in Pittsburgh, 
Detroit, and of course in Washington. 
“It adds up to a pretty comprehensive grasp of 


all the big and little cogs in our national life.” 


Every subject it touches 
No other magazine in the nation’s history has ever 
had such a great number of readers every week! 


Why should this be? 


Well, there are two principal reasons: (1) LIFE 
presents an endless variety of arresting and impor- 


tant material, end (2) LIFE’s inviting, lucid style of 


photo-and-text reporting illuminates every subject 
it touches. 

Week in and week out more than 22,000,000 
home-front Americans read LIFE! In addition, LIFE 
is a great favorite with men in our armed forces, 


both in camp and abroad. * 
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Thelma Strabel writing 
since she was 8, has sold 
everything she has ever writ- 
ten. Her idea of a vacation is 
a change from the modern to 
the historical fiction that in- 
spired her STORM TO THE 
SOUTH that is soon to appear. 


Rex Stout — stormy petrel 
of politics and literature, 
chairman of the Writers’ 
War Board, Director of 
Freedom House. Mr. Stout 
is the creator of the corpu- 
lent food-, orchid-, and 
beer-loving detective, Nero 
Wolfe, an exclusive feature 
of The American Magazine! 


WHAT VICTORY 
By HARRY 
A new short novel by PEARL S. 


Margaret Culkin Banning, 
Vassar Phi Beta Kappa. 
Mrs. Banning has found 
time for two careers: she 
is a homemaker and the 
author of some twenty fine 
novels, including the recent 
success, SHE CAN'T BE 
ELECTED. 


THE 


CROWELL-COLLIER 


Ti eal TRE 


Franz Werfel— author of 
the brilliant novels, EMBEZ- 
ZLED HEAVEN and THE 
SONG OF BERNADETTE, 
Prague-born, Leipzig-lec- 
turer, Nazi-cppressed, Mr. 
Werfel has written a not- 
able new novel, APRIL IN 
OCTOBER, coming, com- 
plete, in FEBRUARY. 


ry 


*m@ fat Poi igii a a ee warren 


WOM AM ” 


Pe ee ee 


Sarah-Elizabeth Rodger 
—this most capable writer 
looks so young it’s difficult 
to believe she’s been a pop- 
ular writer for a decade, 
and author of “The Ameri- 
can” hit, the complete novel 
HEARTH WITHOUT FIRE. 


Faith Baldwin — one 0f 
America’s top novelis's 
author of more than 4) 
published books. No o 
captures with more act 
racy our American ma 
ner of living, playing, l« 
ing, working, talking. 


PUBLISHING COMPANY... 
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| H ERE IS a parade of top-flight authors who typify the fic- 


tion qualities found in The American Magazine... A parade Clarence Budington Kelland — The author 


that, in 1944, will present twenty-four complete novels and of SCATTERGOOD BAINES — an exclusive 
“American” character—is one of America’s 
many short stories written to our specifications by the great- top-selling novelists, but no character he 
: z . at has ever created has ever matched the in- 

est names in contemporary American fiction ... Fiction for imitable “Bud” Kelland himself. 


an audience that, readership studies prove, has increased 


by a million more pairs of eyes since we have discontinued - 
the continued story and thereby eliminated the exasper- e 


ating episode. These authors, these novels, this publishing 
> innovation ... plus The American Magazine’s usual gen- 


erous quota of interesting people, short stories, short 


Pearl S. Buck — Nobel-Pulitzer prize win- 
ner, founder and president of the East- 
West Association to promote understand- 
ing between Orient and Occident. Miss 
Buck’s JOURNEY FOR LIFE, a novel of 
present-day China, is soon to appear in 
The American Magazine. 


features, cartoons, pictures, and ,illustrations ... make 
The American Magazine the greatest “buy” on the news- 


stands today. This means, to advertisers fortunate enough 


to appear in our pages, more attention, more interest, 
from an audience no other magazine can match... an audi- 
ence of “people who give a damn” for the magazine whose 
publishing policy is in their and the Nation’s Service. 


Booth Tarkington — the dean of American 
Letters—is probably best known for his 
great PENROD, GENTLE JULIA, MONSIEUR 
BEAUCAIRE and his recent best seller, 
KATE FENNIGATE. 


Christopher La Farge — has written 
more than twenty thousand lines of 
published verse and twenty-eight 
short stories. He practices his belief 
that writing poetry is fine discipline 
for writing fine prose. His DEATH 
OF AN IMAGE in our October issue 
was a memorable example. 


Erle Stanley Gardner — master of detec- 
tive fiction. More than four million copies 
of Mr. Gardner’s great mystery stories 
were sold this year alone. 


Philip Wylie — whose career began with the publication 
of a poem at 12, a book of verse at 20, a successful 


ie of Mary Hastings Bradley — whose novel at 25. Outdoorsman, amateur scientist, Philip 


Sets. first fiction was published at 14. Wylie may be the world’s worst poker player, but he’s 

n 40 Smith graduate, Oxford student, one of the most popular authors in America today. 

Oo African explorer, big game hunter, 

ac Mary Hastings Bradley is one of Eric Hatch humorist, whose mad 
ma America’s most successful novel- characters have delighted millions. 


ke ists distinguished for her sharp 
characterizations, plot interest and 
pungent dialogue. 


Nelia Gardner White—In Mrs. White’s mnewe an the Dage Daten Soe 
twenty years es a successful author Eric Hatch is an ex-broker, ex-jockey, 


this ninety-five-pounder has written 
scores of books, among them the defi- 
nitive DAUGHTER OF TIME, a life of 
Katherine Mansfield: 


who has authored some twenty-odd 

novels and is now busy on another 

Bert Pender story for the readers of 4 
The Americaz Magazine. ; 


IN THE SERVICE OF THE NATION 


MCTCall 


MAGAZINE 


Rita Weiman — Member of the Council of the 
Authors’ League of America. Her notable novel, 
LAST OF THE HOUSE OF ROBSART, was a Decem- 
ber feature of The American Magazine. 
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‘Business Week’ Reduces 

Business Week, New York, will 
reduce its trim size, effective with 
the first 1944 issue, to meet a reduc- 
tion in paper allotment. Width of 
the magazine will remain the same, 
8% inches, but the depth will be 
cut to 11 inches. 


Youll hand it to 
us for 


ependability 


418 S. Market St, Chicago 7 
Phone WABash 3304 


SD 


College Football 
Fans Want Games 
Continued in ‘44 


Chicago, Dec. 16.—College foot- 
ball fans this fall saw 90% of the 
football they watched on an average 
in previous years, enjoyed the brand 
of game played, and believe that 
college football should be played in 
1944 and that other intercollegiate 
sports programs be continued in 
spite of the war. 

These conclusions were revealed 
today by Major John L. Griffith, 
athletic commissioner for the West- 
ern Conference and president of the 
Athletic Institute, Inc., for which 
Theodore R. Sills & Co. conducted 
the second annual poll of college 
football spectators for an appraisal 
of football in 1943. 

The poll revealed that 98% of the 
fans approved the Navy policy 
which allows V-12 students in col- 
leges to play with varsity teams. 
Many fans offered the unsolicited 
opinion that the Army should have 
relaxed its ruling which denied sol- 
diers in colleges opportunity to play 
varsity football. In answer to a 
direct question, 79% thought sol- 
diers in colleges should be permitted 
to engage on a voluntary basis in 


their free time in such sports as 
basketball, track, wrestling, fencing, 
swimming, gymnastics and boxing 
on a varsity team. 

The fans—97% of them—believe 
that 17 and 18 year old boys on 
college elevens acquitted themselves 
well with older teammates and 
against older opponents. Ninety- 
eight per cent of them feel that col- 
lege football should be played in 
1944, and the same percentage want 
college administrations to keep 
intercollegiate programs going for 
the duration. Ninety-seven and 
three-tenths per cent enjoyed the 
college football seen in 1943. 

The poll revealed that 14% of the 
fans traveled by train to the games, 
48% by automobile, 25% by public 
conveyances, and 13% walked. The 
greatest average distance traveled 
by fans to 1943 gridiron games was 
56 miles. 

The fans in general agreed with 
military and naval leaders in the 
battle areas who have declared that 
boys who have played football and 
other rough-and-tumble American 
games are better fighters as a result. 
They were in favor of football for 
the duration, although one dissenter 
asserted that college football was 
“an unnecessary expenditure of 
gasoline, tires, money and automo- 
biles.” 

While 97.3% of the fans enjoyed 
football in 1943, some asked for the 
elimination of the offside kickoff and 
others said they “missed the bands,” 

Major Griffith said poll question- 
naires were mailed to 10 schools for 


The world picture changes 
by the hour and when 
The Journal goes to press 
in mid-afternoon, New 
York is sitting down to 
dinner and London has 
gone to bed. By taking 
full advantage of this dif- 
ference in time, The 
Journal publishes the lat- 
est news the same day it 
happens. This is one of 
the many reason why The 
Journal is today, as it has 
been for years, the pre- 
ferred mewspaper in the 
Portland area, enjoying 
the largest circulation in 


its history. 


s* ot ——_-=2 ss 
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lived in Portland, you'd read 


@ WHETHER you are an employee or an 
employer, whether you punch a time clock or 


preside at board meetings, if Portland were 
your home The Journal would be your paper. 

There are no commuting trains in Portland; 
no subway rush. Yet, in this wide-awake city 
where business and industry are going full 
speed ahead, everyone is up to his neck in 
work. Because of Portland’s unique geogra- 
phy, its business and industries are located so 
that Portlanders either walk from their jobs, 
drive, or hop a trolley for a short ride home. 
There they sit back, relax and review world 
happenings in their favorite newspaper, The 
Journal. They find it waiting for them on 
their door step each evening. (81% of The 
Journal’s city circulation is home delivered.) 
As Portland’s only afternoon newspaper, The 


Journal offers readers a thorough coverage 
of world, national and local news, plus lead- 


ing features of local and national interest. 


The JOURNAL 


PORTLAND, OREGON 


Portland's Only Afternoon Newspaper 


Represented by REYNOLDS-FITZGERALD . . New York, Chicago 
Philadelphia, Detroit, Los Angeles, San Francisco 


distribution at the last game of the 
season. Questionnaires were re- 
turned from 12 states. He admitted 
the poll was a sample of opinion 
from a group sympathetic to foot- 
ball, but added, “since some fifty 
million Americans are sympathetic 
to football, as evidenced by the 
attendance at games throughout the 
country each fall, we believe that 
these people have a right to express 
their opinion and that their opinion 
is representative of public opinion 
in general.” 


Shaw Named Ad Manager 
of Graham-Paige 


R. M. W. Shaw, 
regional manager 
of the Office of 
Civilian Require- 
ments for the 
WPB’s Detroit 
region, has re- 
signed to become 
advertising man- 
ager of Graham- 


Paige Motors 
Corporation, De- R. M. W. Shaw 
troit. 


Mr. Shaw formerly was advertis- 
ing manager and assistant sales 
manager of the Oldsmobile division 
of General Motors; Oldsmobile sales 
manager of the Buick-Olds-Pontiac 
Sales Company, and general sales 
manager of Willys-Overland. 


Lester Rounds Joins 
Benton & Bowles 


Lester S. Rounds, who has been 
with Arthur Kudner, Inc., New 
York, since the agency’s inception 
in 1935, as assistant to Samuel D. 
Fuson, vice-president and director 
of publicity, has resigned to join 
Benton & Bowles, New York. 

Mr. Rounds’ immediate work will 
be in connection with the nation- 
wide advertising program under- 
written by the Can Manufacturers 
Institute. 


Klaus Joins Hickerson 


Erwin H. Klaus, a marketing re- 
search executive with Herald Ad- 
vertising Agency, New York, and 
previously copy chief of Emery Ad- 
vertising Company, Baltimore, has 
joined J. M. Hickerson, Inc., New 
York, in an executive capacity. 


Advertising Age, December 20, 94) 


Collegiate Sport: 
Guides to Accept 
Ads Next Year 


New York, Dec. 15.—For the firs 
time in their 5l-year history th, 
“Collegiate Sports Guides” will »pe, 
their pages to advertising, . ¢ 
Barnes & Co., the publisher, ap, 
nounced last week. 

Known for many years as tl, 
“Spalding Guides,” the books ay 
the official publications of the Na. 
tional Collegiate Athletic Associa. 
tion, and contain official rules, reg. 
ords, reviews and pictures. Nin, 
different guides, each published ap. 
nually, and having an estimate 
total circulation of approximately 
235,000 in 1943, will comprise th 
group in which advertising will tp 
sold in combination. 

According to rate card No. 1, aj. 
vertising will be accepted in pag 
units only and only in a nine-book 
combination. The advertiser’s cop. 
tractual year will start July 1. 

Richard C. Dunkel, recently ap. 
pointed advertising manager, wa 
formerly associated with Donahue 
Coe and Benton & Bowles advertis. 
ing agencies. 


‘ ‘ 
Buys ‘Appeal-Democrat 
George H. Payne, former pub- 
lisher of the News, San Jose, Ca! 
has purchased: the Appeal-Demo. 
crat, Marysville, Cal., from Hora 
E. Thomas, who will retain owner. 
ship of Station KMYC, Marysville 


Machin to Barnes 


J. Allan Machin, formerly with 
Alexander Brothers, Philadelphia 
maker of leather belting, has been 
named general sales manager of 
W. O. Barnes Company, Detroit 
maker of hack and hand saw blades 


Larson Opens Agency 


Lloyd Larson, formerly editor of 
Poultry Supply Dealer, has opened 
his own agency, Lloyd Larson Ad- 
vertising, at 53 W. Jackson Blvd, 
Chicago, specializing in feed, hatch- 
ery and agricultural fields. Prior t 
going to Chicago in July, 1942, he 
eperated an agency in Mankato, 
Minn. 


By all comparisons, KXYZ is your best radio buy in Hous 
ton today. Rates still are at rock bottom ... KXYZ pro 
grams have excellent Hooper rating . . . and there remai' 
a few select network and spot availabilities. Your Branhan 


man has all the facts . . . telephone or write him today. 


KXYZ 


NOW 5,000 WATTS 
HOUSTON, TEXAS 


@ represented by The Branham Company 


BUY BOTH! KXYZ AND KRIS, CORPUS CHRISTI — A MONEY-SAVING COMBINA’|O* & 


ae - ee 
ee 
; ee | 
|| | 
e+», : 
: | . | 
| f 4a : 
> i | 
<< ee 
| <Se | 
WSS | 
Ss | 
Oe | 
ee a eel ee 
' 
| 3 Re pe 
| Nf - 
i NO ma IN, | 
| TTER How Fei 
I 
- OW | 
AT =~ ae ! a 
N ae | es 
ihe A Living | 
: V ratls t 
| | a f/ . Jt << ng. a cg! Se otncte : a g H 
: ' ' , Se = Ze PRT TT TO ' Aes - il YA ee ee ee eet, ee ee ee 
| | cat se ES 1 “GS, “ ”  —~/ a8 - , 
7 ae c «¢ 
i “SSQ y ‘ 
i «i: 3 eos, AX => 
b, ae Pees hae n= 2 
| 7 ee. ; wt > Fay 
| \ Gs. id feerrarm Ba : Ss g 
AL Fs SASS oS ee) a ee oe 
Be 8, i \ 5 FEISSES/ ita er 
| WANs BISKS Ry la PETwe, 
Wes. SR GEES | i Wicy 
See sy WY L , Hoy Ho 
See ' ws CORLL NEr vd OPER 
Wee: = Y.-B BT 7 Ann “ORK pprATEep 
SSS Een SSS Le Avge? Or 0GRay. 
“ee 
41 
. AB, % > 
.. if ol array 53) 
Whe g oural “s pana —~ Si an | 
| Ar 
| ed 
. COsr 
’ 
: | 
. | 
: — ee | 
REDS TEAR? % Jouresl : | 
4 —_ ” ° al 
ee ee 
| | ee 
s eS . Nr Aone = oa SR a : ” 4 - Za | Tg 2 : be je ‘ sai sis = ay jy ge te fat : re CE rae ae = , 8 4 ern hat * ister ‘ “ ; ee Z es . eo ee 
. i ; ; = : — ; Fs F F Ee id : P 


nanue & 
idvertis. 


rat’ 

or pub- 

se, Cal 

l-Demo- 
Horac 
owner- 

rysville 


ly with 
delphia 
as been 
ager of 
Detroit 
’ blades 


-y 
ditor of 
opened 
son Ad- 
1 Blvd, 
, hatch- 
Prior t 
1942. he 
[ankato, 


Each wartime Christmas brings us closer, steadily closer, to that 
joyous time when the beloved greetings Merry Christmas! Happy 
New Year! peace, goodwill toward men! can again be the spon- 
taneous expression of all free peoples. As we move irresistibly 
toward that victory, the star of hope gleams ever more brightly 
at this season of the year. Hawaii faces her destiny devotedly and 
fearlessly. Enormously increased in population, teeming with fever- 
ish activity of service men, war workers and local people all directed 
to one end, Hawaii wishes mainland friends a hearty aloha nui loa! 


finnolulu Star-Bulletin 


HAWATII’S GREATEST NEWSPAPER 


Mainland representatives: O'MARA & ORMSBEE, INC. 
NEW YORK, CHICAGO, SAN FRANCISCO, LOS ANGELES 
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Comes Home from Africa 
To the Editor: Thought you 
might be interested in seeing the 
enclosed copy of a letter and the 
Louden advertisement received a 
short time back from a Lt. Nelson, 


matériel qui rend pius rémunérateur 
élevage des vaches, chevaux, porcs 


materie Lovddn som ous 
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presumably in French Morocco, 
since he refers to an individual 
located there. He writes, in part: 

“I have been asked by a very 
good friend of mine to write you 
requesting information on the stan- 
chions as shown in the picture... 
If your company manufactures 
other dairy equipment please for- 
ward price information, plus de- 
scriptive literature. Unconfirmed 
reports have been heard here in 
North Africa that if farm and dairy 
equipment for the North African 
farmers is needed, orders would 
have to be placed with some com- 
mission in the United States and 
equipment would have to be re- 
leased by that bureau before mate- 
rial could be shipped overseas. I 
would appreciate it very much if 
you would give me the correct pro- 


Voice of the Advertiser 


This department is a reader’s forum. Letters are weicome. 


in the Detroit office in the early 
nineteen hundreds. The late Charles 
Brownell, then head of Thompson’s 
office, was one of Ford’s most 
trusted advertising advisers. Fact 
is, after Thompson lost the account 
—a number of years after—Brow- 
nell was hired by Ford to head its 
advertising activities. 

Second omission is that by taking 
Ford, Thompson may have to give 
up General Motors overseas if and 
when any advertising of American 
motor cars is resumed in stricken 
Europe and elsewhere. 

Incidentally, your story falls into 
the same error about Ford advertis- 
ing that has become common in re- 
cent years. You give Ayer credit 
for making Ford an advertiser. That 
is wide of the truth. 

Ford spent millions annually be- 
fore Ayer ever came into the pic- 
ture, even though this was not in 
national magazines. As long ago as 
1912, Ford newspaper appropria- 
tions ran $40,000 monthly and more. 
At the same time, Ford published a 
house organ, or magazine, “Ford 
Times,” 900,000 copies a month in 
two colors in America and editions 
in Canada, England and Denmark. 
Then, too, Ford spent hundreds of 
thousands in motion picture adver- 
tising. At one time Ford had the 
largest commercial motion picture 
department in the world, turning 
out hundreds of thousands of feet 
of current event film. This film was 
distributed through 8,000 Ford deal- 
ers. Borders for captions contained 
the well known Ford winged-pyra- 
mid trademark and the Ford name. 
This was big publicity ... and 
costly. 

Long before Ayer, such giants in 
early motor car advertising as Le- 
Roy Pelletier, Glen Buck, Norval 
Hawkins headed Ford’s considerable 
advertising activities at fat salaries. 
In those days, Ford didn’t cotton 
much to magazines. But Ford did 
do advertising and lots of it, as its 
competitors in those far-gone times 
had very good reason to know. 

R. W. MickKam, 


cedure in ordering equipment for| Charles W. Hoyt Company, 
foreign consumption.” New York. 
The advertisement enclosed with ie 2 


Lt. Nelson’s letter must be at least 


that time. 
Unfortunately, we are unable to 
ship the stalls to French Morocco at 


this time. However, this does not 
detract any from the rather un- 
usualness of the inquiry, which we 
thought was “one for the records.” 
Brice GAMBLE, 
Advertising Manager, The Lou- 
den Machinery Company, Fair- 
field, Ia. 
7, V = 


Goes on Record Again 
To the Editor: Some time in 1932. 
ADVERTIBING AGE conducted a con- 
test for the best definition of adver- 
tising. The winning definition is so 
in our opinion that we would 
e to use it in the article on “Ad- 
a The World Book En- 
cych . Would you be willing 
: ve us permission to reproduce 


» assuming that we give 
credit to ADVERTISING AGE? 


The Plain Facts 


25 ars old, because we discon- ‘ 
: tinued business connections with| T° the Editor: Enclosed are two 
! this Paris sales representative about | 44vertisements handed me by R. A. 


Knight of the rural and advertising 
committees of the Pennsylvania 


To the Public and My Friends: 


Please do not call me on the phone 
more than once about work on one 
job, or come in and argue with me 
about what you want done, for you 
are wasting your time and mine and 
just delaying your work, and wear- 
ing the telephone operators out 


Thanks, 


J. F. WALTON 


On account of shortage of paper 
I haven't got room for more 
small accounts; and the short- 
age of rubber keeps us from 


me, or perhaps I should say shock- 
ing, because here is a professor of 
sociology at Columbia University 
entirely ignorant of the meaning of 
free enterprise. When a man of 
Dr. Robert S. Lynd’s intellectual 
stature betrays such a complete lack 
of understanding of the natural 
laws of economics, then we should 
not concern ourselves so much with 
the “70% wuneducable minds” but 
perhaps should direct the teaching 
of the meaning of free enterprise 
and freedom to the so-called “edu- 
cable elite” who teach and influ- 
ence the growing young people. 

Please accept my appreciation of 
the good work you consistently do 
towards the maintenance of the pol- 
icy of free enterprise. 

DoroTHy SARA, 
New York. 


es ks 


Questions ‘Awareness’ 


To the Editor: A new “A” has 
been added, so it seems, to the three 
former foundation elements of all 
good advertising. And as with so 
many times in the past, it is a gov- 
ernment bureau that has done the 
contributing with, as usual, little or 
no basis for making such a con- 


tribution to the “science” of adver- 
tising. 

To date the main elements of ad- 
vertising copy have been: 

1. Attraction—to attract the 
reader’s attention to an end. 

2. Appeal—copy that appeals to 
readers and creates a desire to buy. 

3. Action—the “buy now” punch- 
line or selling message. 

But a new “A” has been added. 
And I quote the report in ADVER- 
TISING AGE, Dec. 6, of the Treasury 
Department’s statement in behalf of 
the present plan of war bond pro- 
motion as opposed to the proposed 
plan of business - like government- 
paid advertising of war bonds: “The 
purpose of 
understand it, is to create an aware- 
ness in the minds of the people.” 

Since when did “awareness” be- 
come one—or as the Treasury indi- 
cates, the main—purpose of adver- 
tising? There is such a thing as be- 
coming so aware of a thing that it 
becomes habitual and commonplace 
—and that is what has happened to 
the war bond appeal under the 
present system. When you deny 
advertising will work for the gov- 
ernment, you deny that it will work 
for anyone or any industry. 

WILLIAM J. OERTEL, 
Syracuse, N. Y. 
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Employe Booklet Clicks 


To the Editor: With the employ- 
ment situation such as it is, we 
thought you might be interested in 


advertising, as we/|co 


~o 
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looking over the enclosed cop: g 
our employe booklet entitled, “y oy, 
Guide to Greater Safety and Fine, 
Workmanship,” published this ‘aj 

This book was designed not on}y 
to promote and maintain a b: ‘te; 
feeling of cooperation between oy; 
employes and the management, }y; 
also to emphasize definite “s: ‘et, 
first” rules and regulations. Ter, 
is nothing very fancy about ii; jy 
fact, we leaned very heavily on the 
simplicity side. Most of all we 
attempted, without any feelins o 
talking down, to speak the lang uage 
of our fellow workers, and to {cep 
insofar as possible, any mention of 
the company “brass hats” out of the 


py. 

It’s a bit too soon to form ap 
opinion as to whether or noi! this 
booklet is serving its purpose. How. 
ever, we feel that eventually it wij). 
and comments from employes ang 
others make us believe that it was 
a worthwhile project. 


R. H. THOMaAs, 
President, Economy Pumps, Inc., 
Hamilton, O. 


~~ | a 


That Agency Signature! 


To the Editor: Where can I buy 
some Webster cigars, advertised for 
sale by N. W. Ayer & Son, inasmuch 
as the ad doesn’t give their address’ 
Should I write to the sponsor, Web. 
ster-Eisenlohr? 

GRIDLEY ADAMS, 


New York. 


1943 Production 
Three Times That of 
Best Peace-time Year! 


Converting quickly from peace-time goods to 


implements of war, Detroit industry has en- 


the 1937 average. 


This, plus the fact that De- 


troit’s population has increased more than 
HALF A MILLION since 1940, has created a 


market potential difficult to overrate. 


In Detroit, The News, with the largest A.B.C. 


recognized HOME DELIVERED newspaper cir- 


culation in the United States, reaches 63 out of 
every 100 city zone homes taking any newspaper 
regularly. This makes Detroit and The New: 


The definition referred to in the 
above paragraph is as follows: 
“The printed, written, spoken, or 


larged its facilities, increased its personnel and ‘ 
rubbing out old accounts to 8 . P one of the most favorable market-media com- 


4 ° 29 4 
an ents tend hh applied its “know how” to war needs until now 


MN ee 


pictured representation of a person, 
product, service, or a movement, 
openly sponsored by the advertiser 
and at his expense for the purpose 
of influencing sales, use, votes, or 
endorsement.”’ 

In case you are not familiar with 
The World Book Encyclopedia, it is 
a set of nineteen volumes, widely 
used in the homes, schools, and 
libraries of the United States and 
Canada. It contains about 10,000 
pages, and more than 15,000 illus- 
trations, and is generally endorsed 
by state textbook commissions, 
school boards and libraries. 

J. Morris JONEs, 

Managing Editor, The World 


vice is free—goods are cash 


J. F. Walton 


Electric Association. Mr. Knight 
clipped these from the Herald, 
Coatesville, Ind. He happens to 
know the publisher of the paper and 
also the advertiser who, inciden- 
tally, is a plumber. 

Mr. Knight’s feeling was that 
these advertisements are too good to 
be “hidden” and suggested that I 
send them to you with the thought 
that you might like to publish them. 


the output of this area is valued at nearly ONE 
BILLION DOLLARS per month—more than 


10% of the Nation’s total! 


Among other significant changes, Detroit’s 
war program has increased factory employment 
53% and pushed factory payrolls 200% above 


binations to be found anywhere in America. 


The Detroit News 


‘THE HOME NEWSPAPER 


Weekdays, 387,757 e 


Dan A. Carroll, 110 East 42nd St., New York 17 
J. E. Lutz, Tribune Tower, Chicago 11 


Sundays, 471, 65 


Detroit Business—in Peace and in War... 


Book Encyclopedia, Chicago. L. H. WESSINGER, Change 
{Editor’s Note: We are glad to| Foltz-Wessinger, Inc., Lancas- BAROMETER 1937 1942 1943 1937 to 1943 
give permission to reprint the defi- ter, Pa. *Factory Wage-Earners (County) 382,000 437,000 585,000 + 53.2% 
nition of advertising, with credit to vw? *Weekly Factory Earnings $31.90 $55.95 $61.15 + 91.8% 
ADVERTISING AGE. ] The ‘Educable Elite’ Factory Payroll (County) 601,000,000 1,220,000,000 1,800,000,000 + 200.0% 
it, Mild Faea rv Factory Output (County) 3,099,000,000 5,000,000,000 9,500,000,000 + 206.5% 
To the Editor: Your editorial of as + ’ i Setetaee iia mf 
Adds Ford Background Nov. 15 headed “What’s Free Enter- **Cost of Living Index 105.1 118.3 124.5 + 18.5% 
To the Editor: Just read your] prise?” left me with a feeling of **Department Store Sales Index 112.6 157.1 165.0 + 46.6% 
story on the Ford switch to Thomp-| sadness that 70% of our people did *+Bank Savings Deposits $242,625,000 $377,000,000 $471,061,000 + 94.0% 
son. It omits a couple of things} not know what it was, nor how they Bank Debits 11,928,037,000 20,337,907 ,000 28,000,000,000 +135.0% 
that might interest your readers. could win freedom and opportunity A “ae ** 1935-39 -100 
First is that in going to Thomp-]|through an understanding of free . pea ghd + wad $1, in 1937 ead 1942, O adios Sai 2 20 
son, the Ford account is, in a sense,| enterprise. i, s * — ftp 7 an =. ctober aa r = 
returning home. Thompson, if not But the following week. Nov. 22, ote: igures or are estimates Dased on actua ta tor ten months. 
Ford’s first agency, was one of its| your editorial, “Dr. Lynd Makes a ° 
first. They had the Ford business! Point,” was even more saddening to 
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Uses Ads to 
Replace Expired 
Subscriptions 


New York, Dec. 16. — American 
Gardening Guild, publisher of The 
Home Garden, digest-size magazine 
devoted entirely to the amateur 
gardener, last week employed color 
pages in This Week Magazine to 
offer a four-month trial subscription 
for one dollar, which is the regular 
per copy price of 25 cents monthly. 

The promotion was designed pri- 
marily to replace expired, unre- 
newed subscriptions, since the mag- 
azine is sold exclusively through this 
means, and is in no position to in- 
crease circulation over its present 
100,000 because of its paper allot- 
ment. The gardening magazine, 
which made its debut in January of 
this year, received a substantially 
lower paper allotment than re- 
quested in view of the fact that it 
had no base period usage on which 
to apply and even though L-244 did 
not take effect until after it began 
publication. 

Averaging 100 pages in each of 
its monthly issues, the magazine 
limits its advertising acceptance to 
ten pages in order adequately to 
present its editorial matter. Not 
until the publication is in a position 
to add more pages will additional 
advertising be accepted, according 
to Walter E. Thwing, publisher, who 
told ADVERTISING AGE that promo- 
tion for the magazine has appeared 
before this in the gardening pages 
of the New York Times and Herald 
Tribune. On Nov. 28, the back cover 
of the Times Sunday magazine sec- 
tion was used in color. 

Besides being publisher of The 
Home Garden, Mr. Thwing is head 
of his own advertising agency, 
Walter E. Thwing, Inc., which 
places advertising for the magazine. 


Gem Promotes Strite 


Victor P. Strite, for the past 12 
years Pacific Coast sales supervisor 
for American Safety Razor Corpora- 
tion, Brooklyn, has been appointed 
general sales manager of the Gem, 
Star and Ever-Ready divisions of 
the company. Mr. Strite will make 
his headquarters in the main offices 


in Brooklyn. 
‘ef %, 


NEW/BEDFORD 
RETAIL SALES 


GAIN 10% 
FOR 10 MONTHS 1943 


For the first 10 months of 1943, 
New Bedford, Mass. retailers 
reported a 10°, increase over 
the same period of 1942. 


— HIGHER THAN THE 
STATE AVERAGE BY 2% 


In ‘October alone, retail sales 
registered 4 higher gain than 
any city in the 100,000 and 
over population group in the 


\ yy 


NEW \ BEDFORD 


CIRCULATION 


Daily over 50,000. ...16c Line 
Sunday over 39,000..10c Line 


Represented by Gitman, Nicoll & Ruthman 


Sharp to McCann 


Richard Earl Sharp, formerly 
copywriter and script supervisor 
with Ralph H. Jones Company, Cin- 
cinnati, has joined the Cleveland 
office of McCann-Erickson as copy- 
writer. 


Miss MacDonald Promoted 


Olive M. MacDonald, an assistant 
in the promotion department of the 
Western Merchandise Mart, San 
Francisco, has been named public- 
ity director. 


Kain Made Manager 

Lyle Kain, formerly assistant 
branch manager in Hamilton, Ont., 
for the International Harvester 
Company (Canada) Ltd., has been 
named Toronto branch manager. 


Broughton Pays 
Tribute to 
Insurance Ad Men 


relations must come from within the 
business, Averell Broughton, public 
relations counsel to the National 
Association of Insurance Agents, 
said here last week at the Insurance 
Advertising Conference. 

Paying tribute to the pioneer 
work done by insurance advertising 
men in breaking the ground for the 
larger public relations programs 
carried on today, he said, “the best 
insurance advertising has carried 
the message of insurance to the 
public in their own language.” 

Each trade or _ business, Mr. 


Broughton declared, has a termi- 
nology of its own and insurance, 
perhaps more than most, speaks a 
language which, while it is “clear 
as crystal to ourselves,” is difficult 
for outsiders. 

When the insurance advertiser 
went to the general public, he found 
it necessary to interpret insurance 
to that public in terms of its own 
experienced vocabulary and desires. 
And in doing this job the adver- 


Zs 


tiser became equally valuable te 
the insurance business as an inter- 
preter to the public and its wishes 
Mr. Broughton pointed out. 


Names Representatives 


Financial World, New York, has 
appointed Irving V. Koch Company 
Chicago, and Brand & Brand, Los 
Angeles, as its special representa- 
tives. 


The News Magazine of the Industry..... 
Delivers America’s Hotel Market at Low Cost. 


BUY ONE... 
GET THREE — 


Buy one radio outlet—get three markets, plus! 


That’s what you do when you buy WHO; you 


buy Iowa Plus—a tremendous territory made up 


saleable package, 


of many groups of markets surrounding each 
metropolitan area. City, town, farm coverage 
—a total of 1,930 cities and towns—in a handy, 
through WHO! @ @ @ @ It 


takes power to do a job like that. WHO oper- 


ates on 50,000-watt 1A clear channel—delivers 


a really serviceable signal throughout the 


length and breadth of 


lowa—offers hundreds of 


thousands of Iowa listeners the best signal 


available. 


coverage of lowa’s three big markets. . 


towns, farms. 


for proof. 


Only WHO gives you one-station 


. cities, 


Ask us—or Free & Peters— 


jor IOWA PLUS! 


DES MOINES .. 


. 50,000 ie @aees 


B. J. PALMER, PRESIDENT 
J. 0. MALAND, MANAGER 


FREE & PETERS, INC... 


.National Representatives 
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More Materials in 
‘M4, Heating System 
Makers Are Told 


Indoor Climate Group 
Seeks New Members 
for Campaign 


Cincinnati, Dec. 
are favorable that makers of warm 
air heating systems will be allocated 
enough materials next year to meet 
essential civilian requirements, the 
National Warm Air Heating and Air 
Conditioning Association was told at 
its conference here last week. 

After two years of war, the in- 
dustry now finds the Office of 
Civilian Requirements releasing 
material for a reasonable number 
of heating systems for defense hous- 
ing and replacement in civilian 
homes, H. S. Sharp, president of the 
association, declared 

Frederick V. Geier, president of 
the Cincinnati Milling Machine 
Company and chairman of the Cin- 
cinnati Committee for Economic 
Development, told the convention 
that “We can build a new peace- 
time America with 9,000,000 more 
productive jobs and $40,000,000,000 
more national income than before 
the war—if American private enter- 
prise and individual initiative tackle 
the job, freed of obstacles and bur- 
dens that have stood in the way of 
a healthy economic life for our 
country.” 

“American industry believes in 
the future of America,’ Mr. Geier 
added, and told how, in 1,000 com- 
munities under the CED program, 
business and industry are planning 
greater markets and employment 
after the war. 


Expects Big Advances 
“This is the greatest task and the 


, greatest opportunity American busi- 


ness enterprise ever faced,” he said. 
“New products, new developments 
and new industries lie over the 
postwar horizon.” 


333 COUNTIES 


JOHN J.GILLIN, JR. PRES. 
JOHN BLAIR & (CO. REPRESENTATIVE 


Geier 
dee — 1918, there came “such 
| major developments as air trans- 
portation, talking pictures, broad- 
casting, streamlined trains, neon 
signs, stainless steel, cellophane and 
many other new products and in-| 
dustries. 

“There are today more than seven 
times as many industrial research 


told how after Armis- | 


fessor at the University of Lllinois, 
declared that Prof. J. R. Fellows of 
the university staff has developed a 
modification of the down-draft fur- 
nace that burns high-volatile Illi- 
/nois bituminous coal with virtually 
no smoke. The heating association 


|is sponsoring the research work at 


the university, and Dr. 
one 


Kratz said 
of the newly- developed fur- 


laboratories as there were at the|naces is installed in the experi- 


close of the World War,” 
“and I firmly believe that the post- 
war period ahead will show equally 
great advances.” 

Development of a new type of 
stove or furnace in which high-vol- 
atile bituminous coal can be burned 
without producing smoke, and de- 
velopment of a system of heating 
houses and rooms with radiant heat, 
were explained at the convention. 

Dr. A. P. Kratz, research pro- 


he said,| mental residence there. 


The new method of heating homes 
by radiation of infra-red heat rays 
was explained by H. F. Randolph, 
vice-president, International Heater 
Company, Utica, N. Y. He said this 
method has been used successfully 
in England, but that there are few 
homes in America, perhaps a hun- 
dred, in which the new system has 
been installed. Under this system 
installation costs a little more than 


the old type, he said, but that the 
operating cost is the same. 

The heat is conducted from the 
cellar through warm air pipes to the 
ceiling, floor or walls of a room; 
the warm air ducts are buried in 


the walls and cannot be seen; and/| 


the air flows back into the furnace 
and never reaches the air inside the 
room. The warm air in ducts, for 
instance, heats the ceiling and the 
infra-red heat rays then shoot down 
from the ceiling and warm up the 
walls and floor, as well as the fur- 
niture and other objects in the 
room. The air is warmed up by 
convection—by coming in contact 
with the warmed walls, furniture, 
etc. 

“With radiant heating, instead of 
putting a lot of warm air directly 
into a room with cold walls, we 
warm up the walls and furniture 
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first with radiant heat,” he said. 
“Then the air of the room, to be 
comfortable, does not need to be as 
warm as in the first method of heat- 
ing. That is because in the first 
method, the cold walls take more 
heat from your body. In the sec- 
ond and newer method, the warm 
environment of the walls draws les: 
heat from your body. So you ca: 
be just as comfortable in a some 
what lower temperature —say 6: 
instead of 70 degrees. 

“The air in the room also fee] 
better and more refreshing unde) 
the new method. After the war th: 
new method will be built into man: 
homes. It is cleaner than the old 
for no air from the furnace circu 
lates into the room, and it als 
makes for beauty because there ar: 
no visible registers, radiators o 
other signs of a heating system in 
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the rooms.’ 


ere Age, December 20, 1943 


The association’s pub- 
icity and st Be ee committee, 
hrough James R. Clark, Milwau- 
ee, chairman, reported that in line 
vith its postwar program, an exten- 
ive educational plan to be con- 
ucted through colleges, trade 
‘hools, night schools and similar 
nits was proposed to familiarize 
1e public and prospective employes 
ntering the warm air heating field 
ith the scope of the industry and 
ts services. 

H. P. Mueller, president, L. J. 
ueller Furnace Company, Milwau- 
ee, was elected president of the 
ssociation for the coming year. 


iCI SEEKS NEW 
MEMBERS FOR DRIVE 


Detroit, Dec. 14.—In an effort to 
nlist new members in the heating, 
ling and air conditioning indus- 


tries, the Indoor Climate Institute 
is sending out a new 28-page bro- 
chure detailing its objectives, execu- 
tive personnel and proposed activi- 
ties. 

A powerful advertising program 
after the war is part of the Institute 
plan, when it will employ “every 
effective medium to shorten the 
time for complete public acceptance 
of the fact that, even in modest 
homes, better heating and cooling 
systems will bring great new bene- 


fits in comfort, health and econ- 
omy.” 
Included in present-day objec- 


tives of the Institute, whose presi- 
dent is Paul B. Zimmerman, Air- 
temp Division, Chrysler Corpora- 
tion, Dayton, O., are: to serve as a 
clearing house of information and 
cooperate with manufacturers and 
trade associations in developing po- 


tential markets; to outline a postwar 
plan for members of the related 
industries; to study current and 
postwar manpower problems; and to 
study codes, standards and prac- 
tices. The Institute was formally 
organized last fall (AA, Oct. 4) and 
includes leading executives among 
its officers, board of directors and 
advisory council. 


Local Groups Planned 


The postwar advertising program 
is linked with effective local organi- 
zations which will help educate the 
public to superior heating and cool- 
ing equipment. The ICI, contending 
that postwar construction will be 
the nation’s No. 1 industr:. expects 
to provide dependable iniormation 
about its field to the public and to 
trade and professional groups. 

A national cooperative program is 


OR higg... wlkce Spbubihd Gee wise 
dow this wartime Christmas . . . we keep 


To any, wind so often in this past year have said, “Thanks to Better ny ae 
& Gardens!” .. . to you, who have found this home-service magazine so © 
_ greata help in meeting wartime problems. . . Better Homes and CMH 73 
ees ae ne ee a “net 


ee 


ae 


necessary, the brochure points out, 
because the public is confused by 
many general claims made for all 
types of heating and air condition- 
ing equipment, and “has not yet 
been sold on good heating and air 
conditioning as a sound value.” 

“Because the sale of any specialty 
is 80% public education and 20% 
competitive field work, the Indoor 
Climate Institute program will tend 
to break down resistance to im- 
proved standards of heating, cooling 
and air conditioning throughout the 
country,” it explains. “By jointly 
selling a single idea to the public— 
greater indoor comfort—ICI will 
pave the way for the individual 
manufacturer’s product appeal. By 
creating an over-all demand for 
better equipment and better instal- 
lations, the individual sales costs of 
various manufacturers and mem- 
bers of the trade will be materially 
reduced.” 

As an example of the benefits of 
an industry working together the 
ICI cites the highly successful “Bet- 
ter Light—Better Sight” program 
undertaken by manufacturers of 
lighting fixtures, and lists almost 50 
other industry-wide programs which 
have proven their worth. Also listed 
are industry groups which have a 
primary or direct interest in the ICI 
program, and professional and sci- 
entific societies which have a col- 
lateral interest. 

Prospective members are advised 
that the cost of supporting the pro- 
gram will be low and that the right 
to display the ICI membership in- 
signia in the individual’s advertising 
and sales literature creates “a highly 
coveted franchise—brings a new 
incentive to the public for patronage 
—assures customer satisfaction, 
good will and increased revenue.” 


Cook Joins Hutzler 


Herbert E. Cook, formerly sales 
manager of the Beringer Printing 
Company, Dayton, O., has been 
named contact executive of the 
Hutzler Advertising Agency, Day- 
ton. 


Joins Cabot & Co. 


Mrs. Mary P. Pillsbury, formerly 
manager of direct mail advertising 
for the Jordan Marsh Company, has 
joined the copy staff of Harold 


Cabot & Co., Boston agency. 


Zo 


U. S. May Sell 
Huge Imported 
Wool Stockpile 


Washington, D. C., Dec. 16.—A 
330,000,000-pound stockpile of gov- 
ernment-owned imported wool may 
soon be released into domestic trade 
channels, if WPB officials can work 
out a plan to protect the established 
operations of importers and do- 
mestic wool growers. 

Proposed sale of the wool, which 
may provide a precedent for post- 
war sales of billions of dollars in 
consumer goods, was announced 
yesterday by Kenneth W. Marriner, 
assistant director of the WPB tex- 
tile, clothing and leather goods di- 
vision, with a promise that the sale 
will be handled in such a way as to 
least discourage private importa- 
tion. 

The imported wool stockpile was 
accumulated during the days of the 
shipping crisis, but conditions on 
the sea lanes have so improved that 
WPB feels the risk no longer justi- 
fies use of valuable warehouse space 
for an emergency wool stock. The 
supplies are owned by the Defense 
Supplies Corporation. 

While plans for sale of the wool 
are still in the discussion stage, and 
will be considered by other agencies 
as well as WPB, it was revealed 
that the general principle in the 
establishment of a sales price on the 
wool would be to place the price at 
a level designed to minimize the 
effect of the proposed action on con- 
tinued importation of wool by pri- 
vate dealers. 

WPB recently removed all limita- 
tions from the use of wool for cloth- 
ing, commenting at the time that 
the wool shortage no longer existed. 


Leighton Joins Guide 

John A. Leighton, formerly with 
The American Weekly and Metro- 
politan Sunday Newspapers, has 
joined the sales staff of the Guide 
Magazines, New York. 


Industrial Pub. Moves 


Industrial Publishing Company 
has opened its New York office at 
60 East 42nd St. 


mm WOW --- LOOK at 
me SAN DIEGO NOW! 


SAN DIEGO METROPOLITAN AREA 


100,000 
200,000 


Right, 


8 


8 
+ 


300,000 


500,000 


Mr. Salesmanager, edge that 


pin tagged “San Diego” over where 
it belongs! Base San Diego quotas, and 


San Diego advertising on the 443,700 
people who live well within the 15 


mile metropolitan radius. 


If your 


message is temporarily institutional, 


GETLATEST 


FACTS from our 
National Representa- 


tives or write direct. 


tell it to war-conscious San Diegans --- 
in the one best medium to reach the 
greatest numbers... .. 


Union-Tribune Publishing Co., San Diego, California 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago « Denver « Seattle + Portland « San Francisco « Los Angeles 
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Kurth Names Mulberger 
Kurth Malting Company, Mil- 
waukee and Minneapolis, has named 


H. C. Mulberger, Inc., Milwaukee, 
as its agency. C. A. Mathisson is 
account executive. 
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Shey Sure Rue Cane 
IN WWL LAND! 


They're Part of the 10,000,000 Customers 
from Five Different States! 


$30,000,000 IS A 


LOT OF 


Fy 
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SUGAR —Especially since it’s the 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. It is presented in 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as ap ge J find it appropriate to do so through 
the column, 


December 6. Had lunch with a group of 
university people who were debating what 
business subjects, if any, should be included 
in their curriculum. We were all agreed 
that the objective of a university education 
should be a trained and liberal mind, and 
that this is a more valuable business asset 
than any smattering of business knowledge. 
But most of us also thought it possible 
to teach any subject—including business 
ones—in a way which does liberate and 
train the mind, provided the right man be 
found to teach it. There’s the rub. 


December 7. A while ago I wrote a 
little mail order ad for a man who has 
spent a lot of money for space, but seldom 
in ways from which he could see direct 
results. When he counted up the dollars 
from this little venture he said: “It really 
makes you believe in advertising, doesn’t 
it?” The advertising writer who has come 
up through this hard school of mail order 
key sheets does have this conviction. He 
knows that advertising can sell; and he 
knows that how you do it does make a 
whale of a difference. His danger is that 
he won’t go on from there, and carry that 
knowledge and conviction into the sale of 
ideas about products, which, when they 
gain mass acceptance, may determine the 
habits of the nation. 


December 8. Talked with a big-adver- 
tiser-in-a-hurry. His postwar business 
situation is likely to be a most complex 
one, yet he had the idea that any good 
agency ought to be able to sit down and 
pull advertising rabbits out of the hat 
almost overnight. The fact that some 
agencies had pretended to do so in specu- 
lative solicitations encouraged him in this 
notion. Yet he wouldn’t think of making 
a comparable expenditure for plant facili- 
ties without months of careful architec- 
tural and engineering preparations. 


December 9. It seems probable that the 
reading habit is less well established among 
big business executives, and especially 
sales executives, than with any other part 


of our alert population. Being largely 
skimmers of printed matter themselves, it 
is hard for them to accept adequate 
amounts of “copy” in their printed adver- 
tising. They will often accept without 
question two hundred words or more of 
selling in a radio commercial, and gag 
over fifty words in print. This is, perhaps, 
the biggest single handicap under which 
printed advertising labors today. 


December 10. Went into a big women’s 
wear store to get my wife a negligee for 
Christmas. Found myself in a mob of 
saleswomen, svelte models, and lady cus- 
tomers, with here and there another un- 
happy oaf like myself. Escaped with the 
garment and a new simile: As self-con- 
scious as a man in a lingerie shop. 


December 11. A _ big corporation, in 
which I happen to own a little stock, sends 
me a proxy to sign, empowering the man- 
agement to vote my stock at their annual 
meeting. Upon examining an accompany- 
ing statement I find that they propose to 
reelect a board of directors made up 
entirely of officers and employes, some of 
whom own no stock at all, and the total 
of whose holdings is less than 1% of the 
stock outstanding. I have no reason to 
doubt either the honesty or efficiency of 
this management, but it would sit a lot 
better with me if a few of their board 
members were men of public standing, not 
beholden to the management for their jobs. 


December 12. Eric Johnston of the U. S. 
Chamber of Commerce has recently high- 
lighted the divergence of views between 
many English and American business inter- 
ests over the place of private enterprise 
in the postwar world. Apparently he was 
shocked at the acceptance which he found 
in England for the cartel idea. To refresh 
my memory on this silent revolution which 
has been taking place in English business 
ever since World War I, this afternoon I 
got out and started to reread Professor 
Arthur Lucas’ book about it: “Industrial 
Teen and the Control of Compe- 
ition.” 


value of an average year’s Louisi- 
ana sugar cane harvest. 


AND THERE’S A HARVEST 
FOR YOU in the 5-state territory 
dominated by 50,000-watt, clear 
channel WWL. See for yourself. 
You'll like the results. 


50,000 WATTS—CLEAR CHANNEL 
The Greatest Selling POWER in the South's Greatest City 


CBS Affiliate —Not'l Representatives, The Katz Agency, Inc. ‘ 


‘Educational 
Selling,’ Theme of 
Dr. Scholl Contab 


Chicago, Dec. 16.—Need for 
greater development of “educational 
selling” to combat the dangers in- 
herent in “today’s sellers’ market 
with its laxity in service and depre- 
ciating quality” was emphasized at 
the 39th annual educational confer- 
ence and sales convention of the 
Scholl Mfg. Company, Chicago, that 
closed today. 

The conference, which opened 
Dec. 6; was devoted largely to edu- 
cational meetings supervised by Dr. 
William M. Scholl, president and 
founder of the company. Plans for 
1944, the salesmen were told, called 
for a continued strengthening of the 
company’s promotional work. Don- 
ahue & Coe, New York, is the 
agency. 

A large exhibit showed the vari- 
ous war essentials being manufac- 
tured under prime contracts by the 
company, as well as its regular foot 
comfort remedies and appliances. 


Names Waters Agency 


University Frocks, New York, to 


Norman D. Waters & Associates,| handle an advertising campaign in 
New York, has been appointed by| fashion magazines. 


Plan your UPSWING IN GOODWILL 
with this Long Range Business Chart 


@ Get the new 1944 edition of ‘‘Busi- 
ness Booms & Depressions... since 
1775’’—a timely long range Business 
Chart that ties in with your customers’ 
thinking today about postwar tomor- 
row! This goodwill builder won't find 
its way into wastebaskets— instead it 
will be kept, preserved and referred 
to for the next year and beyond! Espe- 
cially now—with the European War in 
its final stage—this Chart’s value will 
be appreciated by all who receive it. 
It is used exclusively as a high-class 


West Toledo Station 


dignified medium of goodwill adver- 
tising. It has never been offered {or 
sale through any retail channel. Ideal 
for manufacturers, banks, investment 
houses, publishers, other businesses. 
Write or wire for sample and prices. 


OTHER GOODWILL PUBLICATIONS 


“Employee's Income Tax Guide”... "Farme: * 
Income Tax Guide” . 
Salaried Persons and Wage Earners’ — e« 
publication highly valuable for goody 
distribution. . Ww 


.. Daily Record 


rite for samples and pric: 


THE CENTURY PRESS 


Toledo 12, Ob 


ADVERTISING SALESMEN — We have an attractive 


opening for one or two men. 


Write above address. 


You can ‘‘own-the-air” in Baltimore, 
seven days a week from Midnight 
to 5 A.M. with 40 five-minute news 
spots — $150 complete, time and 
talent included. Get those war 
workers coming and going with AP 
newscasts all night long. This offer 
subject to prior sale. 


W-1-T-H 


BALTIMORE 


TOM TINSLEY, President 


Adv 
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_4 STAR CAMPAIGN 


kKKkKne 
A 4 STAR PERFORMANCE 


that may be of great interest to you 


: | PRECISION 
—— | PRODU cts 


“= | POLLAK 
Pidlak Meow 
3 


POLLAR MANUFACTURING COMPANY ARLINGTON MEW JERSEY 


Ce | 


This 1,000-line newspaper ad is the cur- 

tain-raiser on the biggest campaign yet 

underwritten by Pollak Mfg. Co., Arling- 

ton, N. J. Business and technical publi- 

cations are also on the schedule. Pollak 

has appointed Campbell-Ewald Co. to 
handle its account. 


Alden Named Manager 


Reginald J. Alden, formerly with 
Bendix Cowdrey Corporation, South 
Bend, Ind., has joined American 
Bosch Corporation, Springfield, 
Mass., as advertising and service 
education manager. 


Shoatf to NL&B 


Edgar A. Shoaff, a member of the 
advertising department of Public 
Service Company of Northern IIli- 
nois since 1930, has joined Need- 
ham, Louis & Brorby, Chicago 
agency, as a writer. 


Bruguiere to Nelson 


Frank J. Bruguiere, formerly 
editor of “Shell Progress,” Shell 
Oil Company, San Francisco, has 
been named account executive and 
copy chief of A. E. Nelson Com- 
pany, San Francisco agency. 


SPOT BROAD- 
CASTING, LIKE 
SPOT BOMBING, 
HITS THE TAR- 
GET WITH FULL 
| EFFECTIVENESS! { 


Exclusive 
National 


Representatives: 
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Fer latest radio information, call 


tEE & PETERS, lic. 


eer Radio Station Representatives 
Since May 1982 


AGO: 186 Ma Michigan........ Franklin 6373 
* VORK: 444 Madison Ave....... Plaza 5-4130 
AMTA: 822 Palmer Bidg............ Main 5667 
\ FRAMOIGOO: 111 Sutter.......... Sutter 4853 


OCR Order Asks 
Equitable Spread 
of Consumer Goods 


Washington, D. C., Dec. 14.—With 
civilian food supplies and consumer 
goods reduced to a narrow working 
margin, inequities in established 
distribution channels developed by 
wartime population dislocations and 
business adjustments are resulting 
in increased government attention 
to operation of domestic markets. 

The expanding Office of Civilian 
Requirements, under Arthur D. 
Whiteside, WPB vice-chairman, and 
president of Dun & Bradstreet, has 
conducted detailed surveys of the 
operation of the nation’s merchan- 
dising system and the distribution 
of essential goods, with particular 
attention to local shortages. 

Elsewhere, the War Food Admin- 
istration keeps an alert eye on food 
movements to guard against con- 
centration of supplies where they 
are not needed, through failure of 
processors and wholesalers to amend 
their sales machinery to recent 
changes in demand. 

Mr. Whiteside’s organization, 
which has intervened increasingly 
in every phase of production and 
distribution in order to make lim- 


ited supplies serve most efficiently, 
will complete this week a series of 
interviews with wholesalers and 
manufacturers on a proposed order 
granting to WPB authority to insure 
equitable distribution of consumer 
goods. 

Mild in form, this order involves 
no reports or investigations, and 
merely asks business men to coop- 
erate in equitable distribution to 
insure adequate supplies in boom 
areas. The order also seeks to 
encourage non-discrimination be- 
tween large and small buyers, and 
to provide new sources for buyers 
who have lost their regular sup- 
pliers. 

The order supplies statistical in- 
formation to enable distributors to 
adjust sales quotas according to the 
national need. On suitably docu- 
mented complaint by a buyer, WPB 
would be authorized to intervene 
to insure equitable sales of con- 
sumer goods. 

No such order has been drawn 
at the Food Distribution Adminis- 
tration, where the problem has been 
approached through close coopera- 
tion of the government with the 
wholesale food industry. 

Aided somewhat by food ration- 
ing, which has provided basic infor- 
mation on probable demands, the 
Food Distribution Administration 
nevertheless has had to appeal to 
food processors on many occasions 
to adjust their shipments. As a 
means of last resort, however, FDA 
can invoke priorities to move food 
to congested areas. 


At a meeting of the National 
Wholesale Food Advisory Commit- 
tee last week, the government re- 
newed its pleas to food wholesalers 
to distribute food supplies to retail- 
ers on the basis of war-caused pop- 
ulation shifts in order to prevent 
shortages in areas that have experi- 
enced an influx of war workers. 


Builds Up Reserves 


In a number of areas, movement 
of food supplies has lagged behind 
needs. The Food Distribution Ad- 
ministration, through its civilian 
requirements branch (the claimant 
agency for civilian food supplies), 
has been releasing large quantities 
of canned goods reserved by can- 
ners for government use, in an 
effort to build up reserves in short- 
age areas. 

Working through established 
processor and wholesaler channels, 
FDA has sought to build a 60-day 
stockpile in about 50 areas where its 
regional offices reported emergency 
situations. These new food sup- 
plies, provided chiefly from huge 
reserves of canned goods that have 
been locked in the warehouses of 
processors for government use will 
soon make their appearance on re- 
tailer’s shelves. 

To facilitate equitable distribution 
of food, each member of the whole- 
saler’s advisory committee was pro- 
vided with a file of current data 
on population changes, and a spe- 
cial task force of the industry was 
appointed to work out a plan to 
supply deficit areas. 
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An agreement was announced last 
week assuring the OCR of a part in 
the determination of manpower 
needs and recruiting of labor for 
civilian production, a role that will 
inevitably become more important 
as changes in the war production 
program result in an expanded pro- 
gram for limited production of con- 
sumer items. 

Under the agreement with the 
War Manpower Commission, OCR 
will make findings of fact with re- 
spect to production of essential 
civilian goods and locally needed 
services, acting as consultant to 
WMC state or area directors in 
determining “locally needed” prod- 
ucts and services. Similarly, USES 
officials will confer with OCR before 
issuing lists of “locally needed” 
occupations. 


aes one © 
THE MAGAZINE 


MOST WANTED 
BY HEADS OF BUSINESS 


Choose the 2 
Leader... 


Your wife’s working late again. The days just aren’t long enough for 


all her wartime jobs. 


Mornings she does the housework — maybe tries to get along with 
decrepit appliances. Noons, the kids’ lunches—their appetites pooh- 
pooh her dwindling ration points. Afternoons, foraging all over town 
to find food for balanced meals. Home, to get dinner —“experiment- 
ing” with the only cuts of meat she could find. Then all the planning 
and bookkeeping ...it should get her down, but it doesn’t. The 
General doesn’t complain. 


The usefulness of women’s magazines like the 
Companion has never been greater for her. Mil- 
lions of homemakers rely on it as their field manual 
for wartime living. It helps to shorten their work 
—to solve perplexing wartime problems. Today 
the Companion is bought more eagerly, read more 
thoroughly, used more than ever before in its 


70-year history. 


UNDERSTANDING WOMEN 
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No “lights out” for her! 


lished! 
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heed more in ’44! 


is 


OUR FULL- 


WOMANS HOME 


(COMPANION 


THE CROWELL-.COLLIER PUBLISHING COMPANY 
WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 


READ AND HEED THE COMPANION MORE—in ‘44! 


We mean you MEN! Merchants, retailers, sales and 
advertising executives—yes, and just plain husbands, 
too. Don’t read the recipes . 
the vital, timely, terribly important articles that are 
giving your wife real aid today. Then you'll under- 
stand how much the Companion is helping YOUR 
business in these difficult war times. 

Don’t miss the Companion’s February feature 
story on the Black Market—it's “hot,” it’s “inside 
dope,” crammed with hard facts never before pub- 
Facts that will 
will every honest business man. Steal your wife's 
Companion if you must—but be sure to return it 
because it’s the one book SHE will read more and 


j 


.. but do read some of 


flabbergast you—as they 


PUBLISHERS OF 


TIME JOB 
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EVERY TEAM Zays Best on its HOME DIAMOND 


SOUTH 
TEXAS’ 
RADIO 
PACKAGE 


If you want your game played 


by the home team in South 
Texas—this is it! Four stations 
in South Texas’ Radio Package 
that are in there pitching for 
you all the time; each batting 


for you and your products in 


its own local area; all teaming 


NO OTHER 
GROUP CAN 


up to run up your score 


GIVE YOU throughout the whole rich 
Pg South Texas market. Find out 
OF THE RICH more about this great team, 
SOUTH TEXAS and how it'll play ball for you! 
MARKET 


Write, Phone or Wire Collect for Market Information, Rates, 
Primary and Secondary Coverage and Merchandising Plans 


HOWARD W. DAVIS 


NATIONAL BANK OF COMMERCE BLDG., SAN ANTONIO, TEXAS 


Sonora Establishes 
Postwar Employment Plan 


The formulation of an unemploy- 
ment compensation program to help 
solve postwar unemployment prob- 
lems has been announced by Sonora 
Radio & Television Corporation, 
Chicago, now manufacturing air- 
craft communications equipment. 

Under the Sonora plan, payment 
of $20 per week for a maximum of 
18 weeks will be made in the event 
any employe is laid off. Such pay- 
ments will begin after the 18 weekly 
payments from the state; or if for 
any reason the state payments are 
not made to the employe, payments 
from the Sonora fund will begin 
immediately. 

The entire cost of the unemploy- 
ment compensation fund, which was 
created primarily to care for em- 
ployes who are without employment 
due to conversion of the plant fror 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


war production to peacetime activ- 
ity, is taken care of by the company. 
No contribution or payroll deduc- 
tion is required from any employe. 

“If every industry in the nation 
would promptly adopt a_ similar 
plan, I am sure we can avoid any 
serious unemployment problem 
after this war,’’ Jos. Gerl, president 
of Sonora, said. “It has been our 
experience,” he pointed out, “that 
funds contributed by the company 
are deductible as legitimate expense 
on war contract negotiations and 
from corporation taxes.” 


Eligible for Benefits 


One of the outstanding features 
of the plan is that employes in the 
armed forces will be eligible for 
benefits of the fund upon their re- 
lease from the service. In the event 
they have given their lives, the 
Sonora plan calls for payment _of 
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a sum equal to 18 weeks’ unemplo »- 
ment compensation to next of } 
oR % ok 

Part of the postwar plans > 
United Fruit Company is a regu 
weekly service of fully registe: gq 
cargo ships under the Americ ip 
flag from the west coast to Gra 
Britain and Europe. Before the \ ar 
this service was rendered whi: ly 
by foreign flag ships under fore gy 
flags and upon irregular sched) |e. 
Six vessels are now being ¢ n- 
structed for the service and re 
expected to be completed dur ng 
the last half of 1944. Each sip 
will have about 300,000 cubic {e¢ 
of refrigerated cargo space an 
speed of more than | 18 knots. 

To help it plan services to meet 
the needs and likes of those why 
will travel by air after the war. 
American Airlines, Inc., has dis- 
tributed a 24-page illustrated ques- 
tionnaire covering 28 major points 
of preference on comfort and sery- 
ice features of air transportation. 
In addition to the ballot squares 
included in the text of the booklet, 
a four-page answer sheet is pro- 
vided for reporting the reader’s 
score to the company in a business 
reply envelope. Questions cover 
whether it is likely to reserve a 
berth or would rather pay extra 
for a private compartment; whether 
preference is to have luggage in 
cabin or checked; should there be 
ship-to-ground telephone and radio 
service, pressurized cabins, indi- 
cator of sector of country being 
covered, individual “silent” radio in 
the pillow, library, and ticker news 
service; departure by day or night: 
should military time system be 
adopted; should meals be included 
in fare; cocktails or not; separate 
smoking section; should dogs and 
pets be allowed; facilities and com- 
forts wanted at airports; local or 
regional airports; probable trips to 
be taken; and related points. 

od * * 


a 


Features of Macon, Ga., as an 
industrial location after the war are 
being publicized in a direct mail 
campaign by the city’s chamber of 
commerce. . " 

* 


The Illinois Postwar Planning 
Commission has a committee on 
industrial plants and opportunities 
which will undertake to develop a 
comprehensive program to 
Illinois industry in connection with 
reconversion and postwar problems. 

6 * * 

That alert distributors are looking 
for lines to sell after the war is re- 
flected in a 16-page two-color book- 
let issued by The Harry Alter Com- 


assist 


pany, Chicago, “dedicated to our 
dealers of the past, present, and 
future.” The _ piece pictures its 


executive and sales staff, its ware- 
housing and office facilities, the 
lines it has promoted, territory 
served, and its technique of dealer 
relations. The company credits itself 
with the first display trailer for 
point of sale merchandising. 
* ok * 

Through “Lukens Plate,’ em- 
ployes of Lukens Steel Company 
are invited to submit ideas for post- 
war employment as an aid to the 
Chester County Committee for Eco- 


| + ‘ 
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~ AGUIDING //“/ 
Back of the thinking of every schoo! 
is the influence of the school teacher 

| 


The growing child's enlarged conce 
economics, business, personal rele °° 
hygiene, appearance and sportsmans 
shaped in great measure by the har 
| teachers. 
American teachers are intellectual, ca 
and understanding, but they need 0" 
information on many subjects. For ins! %* 
your story. Do teachers know it? Yo  # 
| tell it to 700,000 subscribers of ** 
| authoritative teachers’ papers. 


Georgia C. Rawson, Manager 


STATE TEACHERS MAGAZINES, 


307 N. Michigan Avenue, Chicago |, | 
1 An association of 42 state teachers mag 
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- hie ing experts, government people, 
her : tr 
ind Electrical Contracting’s own 
once : 
rele ons staff on what’s ahead in the resi- Represented by the National Advertising Department, Scripps-Howard Newspapers, 230 Park 
os dential electrical market. New Avenue, New York City. Offices in Chicago, Detroit, Memphis, Philadelphia and San Francisco. 
nomes will mean new stores, ; : , , - . —, - iz . , _— 
San | ; No. 1 in Pittsburgh + No.1 in Daily Circulation + No. 1 in Classified Advertising + No. 1 in Retail q 
' , : heatres, etc. — many industries : | 
oe.n will be affected. Write Market Advertising + No.1 in General Advertising + No. Vin Total Advertising 
by /“ Research Dept. 
: 
; ELECTRICAL CONTRACTING 
ES, 06. A McGraw-Hill Publication 
it 330 W. 42d St. New York 18, N.Y. 
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nic Development. They are asked 
submit suggestions on new prod- 
s, wider use of present products, 
i better shop methods to make 
se products. 
ae 28 us 

\s part of its postwar planning 
i as an aid to the machine tool 
istry, the automotive industry 
rying to get government permis- 
, for machine tool replacements 
ch will be needed for its regular 


a og ue 

the Twentieth Century Fund has 
lished “Postwar Plans of the 
United Nations,” by Lewis L. Lor- 

The book is a factual and 
ective survey of proposals and 
grams for postwar reconstruction 
within the various United Nations. 

* x 

\ stamp of approval for plastics 
applications is urged by Herbert R. 
Simonds, technical editor, Plastics 
World, so that failures of products 
made of the wrong type of plastics 
will not discredit the entire indus- 
try. The caution was advanced in 
the December issue of the publica- 
tion as a point the industry should 
consider before launching a wide 
promotion plan to further plastics 
in products after the war. 


Makes Executive Changes 


Wallace E. Campbell, former sec- 
retary, has been elected vice-presi- 
dent and director of personnel and 
public relations of the Fuller Brush 
Company, Hartford, Conn. William 
F. Honer, former assistant secretary 
and advertising manager, has been 
elected secretary and a member of 
the board of directors; and Alfred 
G. Mason, credit manager, has been 
named assistant secretary. As cor- 
poration secretary, Mr. Honer will 
continue as advertising manager. 


Named Agency Director 
Craig Davidson, who _ joined 
Compton Advertising, New York, in 
1939 as an account executive, and 
was later made a vice-president, has 
been elected a director of the 
agency. Beth Holmes, formerly with 
Batten, Barton, Durstine & Osborn, 
New York, has joined the copy de- 
partment of the Compton agency. 


New free booklet on the 


POSTWAR 
RESIDENTIAL 
ELECTRICAL 
MARKET 


Here’s the best thinking of build- 


Drug Stores Claim | 
Larger Share of 


Cosmetic Business 


New York, Dec. 15.—Marked de- 
creases in five and ten cent store 
purchases of all cosmetic items, and 
corresponding increases in drug and 
department store patronage were re- 
ported here this week by the Faw- 
cett Reader Forum on Beauty. 
Cake makeup, according to the 
Forum, shows a definite increase in 
usage over the space of one year. In 
1942, only 19% of the Forum group 
used cake makeup, while this year 
there is a rise to a level of more 
than 37% usage. 

The Forum, questioning 1,503 field 
co-editors chosen among readers of 
the Fawcett Women’s Group, covers 


in detail such subjects as makeup 
base, face powder, rouge, lipstick, 
eye cosmetics, and makeup acces- 
sories. It depicts shade and brand 
trends among population groups 
chosen to parallel actual circulation | 
of the magazines. 

Personal makeup analyses have 
been utilized by only 20% of the 
readers questioned. Of this per- 
centage, more than one half of the 
group was advised by cosmetic 
manufacturer Max Factor, whose 
products, coincidentally, are favor- 
ites in nearly every category of the 
questionnaire. 


Mundorf Joins KGO 


Martin Mundorf, formerly man- 
ager of the classified promotion de- 
partment of the San Francisco Ex- 


aminer, has joined the sales staff 
of Station KGO, San Francisco. 


Pegler to Leave FC&B 


with Lord & Thomas in New York, 
and a vice-president of its successor, 
Foote, Cone & Belding, will leave | 
the agency Jan. 1. During his 16 
years with the two agencies, Mr. | 
Pegler has handled such accounts | 
as RKO Pictures and Walt Disney | 
Productions and other major film | 
companies and theatrical organiza- | 
tions. Before announcing future) 
plans, Mr. Pegler will spend a vaca- | 
tion on his ranch in Arizona. 


Food Men Elect _ 


At the annual meeting of the 
Food Industries Sales Managers 
Club of Los Angeles, Lyman Dun- 
bar, California Packing Company, 
was elected president. J. A. Camp, 
Ohio Match Company, was elected 
first vice-president and Alex Smith, 


| Stokeley Brothers Company, second 
| vice-president. 
Jack A. Pegler, long associated | Nestle Milk Products, became sec- 
| retary-treasurer, 
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Vern Schauppner, 


BURTON 


BROWNE 


BEFORE THE WAR 


Wteer le Fittabengle 


YOUR NO. ] POSTWAR CUSTOMER... 


DURING THE WAR 


such a rich market. 


AFTER THE WAR 


The same man... doing the same job 


That situation . . . repeated hundreds of thousands of times over . . . means stability: 
the same man... doing the same job . . . in peace and in war. 
It meant no great wrench to change Pittsburgh to vast wartime production. It 
will mean no wrench to change back. 
You don’t have to re-convert metal plants and fuel producers and glass works and 
all the rest of that great solid foundation of basic industries that make Pittsburgh 


You don’t have re-conversion shut-downs; you don’t have re-tooling lay-offs. 


That is why Pittsburgh may prove America’s No. 1 postwar market. The Pittsburgh 
Press has already abundantly proved that it is the No. 1 paper in this No. 1 market. 


The Pittsburgh Press 4 
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Callahan Resigns 
Treasury Post 


Vincent F. Callahan; one of the 
original members of the staff of the 
Treasury war savings division, has 
resigned to reenter private life after 
three years as a key advertising of- 
ficial in the war bond and stamp 
sales organizations. At the time of 
his resignation, Mr. Callahan was 
director of press, radio and adver- 


tising. He had already completed 
his work in preparation for the 4th 
War Loan drive, scheduled to begin 
next month. 

A veteran of 10 years in radio, 
Mr. Callahan had previously been 
publicity and sales manager in 
Washington for NBC. He has no 
immediate plans, but hopes to re- 
enter private business in Washing- 
ton. 


Copy Urges Fuel Savings 


Using full page magazine adver- 
tisements and daily newspaper copy, 
three Canadian window shade 
manufacturers—Geo. H. Hees & Co., 
Daly & Morin Ltd. and Fred G. 
Soper Company — are urging con- 
sumers to cooperate with the gov- 
ernment in its fuel conservation 
campaign. J. Walter Thompson 
Company, Toronto, is the agency. 


MALE POW 


MAIL P 


It’s good sense to spend a few cents to reach your customers and prospects 
regularly, whether or not you have any goods to sell. If you have any 
marketable merchandise let printing do your missionary work. If you 
haven't, certainly you want to keep your name alive and maintain good 
will for the future. You can do the latter by tying in with one of the many 
government projects. Your printer or lithographer has the answers: consult 


him now so he can show you how a job can be done for you and the U.S. A. 


PRINT THE 


* & & HK GENERAL PRINTING INK CORPORATION 


100 
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TO VICTORY! 


SIXTH AVENUE, 


ER ISN°Uv 


NEW YORK, N. Y. 


|S -LIMITED 


General Industrial Finishes - Geo. H. Morrill Co - Rotogravure - Rutherford Machinery Co - Sun Chemical & Color Co - Sigmund Uliman Co - General Printing Ink Corp of Canada, Ltd 


American Printing Ink Co - Chemical Color & Supply Co - Eagle Printing Ink Co - Export - The Fuchs & Lang Mfg Co - 


Sherwin-Williams 
Buys Second Blue 
Network Program 


Cleveland, Dec. 14. — Sherwin- 
Williams Company, which currently 
sponsors “Metropolitan Opera Audi- 
tions of the Air” over the Blue Net- 
work, through Warwick & Legler, 
New York, has purchased another 
program in behalf of Kem - Tone 
wall finish, to be broadcast over the 
same network starting Jan. 5, mark- 
ing the first nationwide radio ad- 
vertising for the product. 

Presenting ‘“Dunninger, the Mas- 
ter Mentalist,” the program will be 
heard Wednesdays from 9 to 9:30 
p. m., EWT, over 162 Blue stations. 
Developed by the network’s pro- 
gram department, Dunninger has 
been carried on a sustaining basis 
since Sept. 12. Format of the show 
is built around mind-reading dem- 
onstrations. Three prominent per- 
sons from public life will act as 
witnesses during each broadcast and 
the usual Dunninger offer of $10,- 
000 will be made to anyone proving 
his feats are done in collusion with 
persons in the audience. 

The company last year introduced 
Kem-Tone via magazine advertise- 
ments and cooperative newspaper 
insertions. Signing of the network 
show is said to be the forerunner of 
an extensive national campaign in 
other media, details of which will 
be announced later. 

Newell - Emmett Company, New 
York, handles advertising for Kem- 
Tone. 


“Sweet River” to Blue 


The dramatic. serial, “Sweet 
River,” broadcast for several months 
on spot radio by A. E. Staley Mfg. 
Company, Decatur, IIl., in behalf of 
its new soybean flour, Stoy, and 
other products, will be alred nation- 
ally, starting Jan. 3, over 166 sta- 
tions of the Blue Network every 
Monday through Friday, 10 to 10:15 
a. m., EWT. Blackett-Sample-Hum- 
mert, Chicago, is the agency, with 
the new Hill Blackett agency, Chi- 
cago, in charge after Jan. 1. 


Adds Stations 


A. L. Alexander’s Mediation 
Board, currently heard over 11 sta- 
tions of the Mutual network for 
Serutan, will add 45 outlets begin- 
ning Jan. 2, effective for 52 weeks. 
The program is heard Sundays from 
8 to 8:45 p. m., EWT. Raymond 
Spector Company, New York, is the 
agency. 


Signs on Yankee Net 


Supplementing its current cam- 
paign in newspapers, outdoor, busi- 
ness papers and spot radio, DiMare 
Brothers, packer of Melo-Red brand 
tomatoes, has launched a weekly 
musical show over WNAC, key out- 
let of the Yankee Network. The 
Boston office of Hirshon-Garfield is 
the agency. 


Buys New Show 


Adam Hat Stores expanded its 
advertising on the Blue Network 
Dec. 15 with the substitution of 
a new half-hour weekly pro- 
gram, “Star for a Night,” for its 
15-minute show, “That’s a Good 
One,” heard for the last time on 
Dec. 5. The new audience-partici- 
pation program is heard Wednes- 
days from 10:30 to 11 p. m., EWT, 
over 138 stations. Glicksman Ad- 
vertising Company, New York, is 
the agency. 


Takes More Time 


John David, Inc., men’s clothing 
chain, will replace its current twice- 
weekly five-minute show on WJZ, 
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key outlet of the Blue, with a 1). 
minute program, effective Jan. 
Using the same title, “Letter 
Your Serviceman,” the progra: 
will be heard Fridays from 10:3 
to 10:45 p. m., EWT. Gusso, 
Kahn, Inc., New York, handles 
account. 


Dunn Cigars on Blue 


Diesel Wemmer Gilbert Company. 
Detroit, manufacturer of R. G. Dun 
cigars, has launched a twice-weekly 
musical program on 28 stations of 
the Blue Network. Titled “Smoke 
Rings,” the show is heard Wednes- 
days and Fridays from 9:55 to 19 
p. m., EWT, originating from Sia- 
tion WXYZ, Detroit. Century Ad- 
vertising Agency, Detroit, handles 
the account. 


aresso 


Adds Stations 
Northwestern Yeast Company, 
Chicago, will shift “Songs of a 


Dreamer,” to a new time on the 
Blue Network, beginning Jan. 8. 
and increase the network from 17 
to 37 stations. The program, spon- 
sored by Northwestern since Octo- 
ber, 1942, will be heard Saturdays 
from 10 to 10:15 a. m., EWT, in- 
stead of Mondays, Wednesdays and 
Fridays at the same time. Mac- 
Farland, Aveyard & Co., Chicago, is 
the agency. 


Elgin Goes Blue 


Elgin National Watch Company, 
which began sponsorship of the 
“Man Behind the Gun” last Febru- 
ary over CBS, will not renew its 
contract on Dec. 25, when the pro- 
gram makes its final broadcast 
under Elgin. Beginning Jan. 21, the 
company will sponsor “The Ad- 
ventures of Nero Wolfe,” mystery 
series, over 140 stations of the Blue 
Network. Previously aired as a 
summer replacement for another 
sponsor, the program will be heard 
Fridays from 7.to 7:30 p. m., EWT, 
with rebroadcast at 10:30 p. m.,, 
EWT. J. Walter Thompson Com- 
pany is the agency. 


Not One .. Not Two 


Tin the Family 


y7 


THE TRI-CITIES ... 
40TH MARKET... 
family of 11 cities . . 
lation of *211,000. 


. total popu 
They're as close 
together as the boroughs of New York 
City. Rock Island—Moline—Davenport 
are all in this family. In your salks 
planning, you can't include one with- 


out including the others! And the 
only single voice that covers the wholr 
family is radio...and that means. . 


*Census Bur. Est. 1942 


5000 WATTS 


BASIC MUTUAL NETWOR 
Affiliate: Rock Island ARGUS, 


1270 KC « 


Howard FR. Witson Co., Nat. Representati, + 
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BOOSTS A RIVAL 


MAY WE RECOMMEND 


BIS MASESTY'S 


MALLS? 


ty 


; 


i 
il 


Taovsanns of mes and women in enitore 
will be telephoning home this Christman 
This means « huge sdditions! losd on Long 
Dostance facilites — expecially «long baal” 
hoes already busy carryung eoenual war 
calle 

Se agern thu year we urge you to send your 
Chrieemas greetings by mail. You cam help 
the Post Office people, ton, by arranging we 
wed them carly 

Should there be on cutoltows call yeu 
must make, please tclephowe o: many deve 


Good of eager bolidey greetings which will 
poor in from military comps oll over the 
country, Thank you 


Carriers Face 


Survival Struggle, 
TAA Counsel Says 


Spokane, Wash., Dec. 17.—Before 
long the huge surplus of transpor- 
tation facilities competing for re- 
duced volume of traffic will engage 
in a life and death struggle to sur- 
vive, in which no branch of trans- 
portation may earn its way, Samuel 
B. Pettengill, vice-president and 
general counsel, Transportation 
Association of America, asserted 
here this week at the annual ban- 
quet of the Spokane Chamber of 
Commerce. 


Asserting that “we can reasonably 
expect a substantial business boom 
when the war is over,” Mr. Petten- 


tives to ultimate chaos in the na- 
tion’s transportation network: (1) 
Recurrent bankruptcies and reor- 
ganizations; (2) the government 
buying the rights-of-way, terminals, 
etc., of the railroads, and leasing 
them back to the carriers, as pro- 
posed by the National Resources 
Planning Board; (3) a single na- 
tionwide private transportation sys- 
tem along the lines of AT&T in the 
telephone field; and (4) complete 
government ownership. 


Offers Solution 


None of these alternatives is 
wanted by the American public, Mr. 
Pettengill said, adding that the TAA 
advocates the only practical solu- 
tion. That is to permit the integra- 
tion of all types of facilities—water, 
rail, highway and air—into com- 
petitive common carrier transporta- 


will have a broader base of earn- 
ings which will improve their credit 
position besides eliminating un- 
necessary capital investments and 
many red-ink operations. 

“Trucks are doing things that rails 
ought to do, and rails are doing 
things that trucks ought to do,” he 
declared. “Large savings can be 
made in terminal facilities. This 
should reduce transportation costs. 
On the other hand, the transpor- 
tation systems will compete with 
each other. Every important center 
should be served by at least two 
systems.” 

Mr. Pettengill recommended that 
division of traffic between truck, 
train, boat or airplane, should be 
based on performance and price 
alone since the time has passed for 
one transport agency to try to win 
over another by its “finesse in legis- 


31 
M&F Gets Magic Chef 


Meldrum & Fewsmith, Inc., Cleve- 
land, will handle advertising of the 
American Stove Company, St. 
Louis, starting Jan. 1. 


——- 
fii READ BY ALMOST 
EVERY MEMBER OF CONGRESS 


(But Washington influence begins at home) 


Choose the 


Leader... 


gill outlined the following alterna-| tion systems. The systems, he said, 


lative committee rooms.” — 


Oo Ace Seswicn Cnnmg Wings 2 onde 
be 4 PRANK «oe 
; ie 
S and [The Bell Telephone Co. of Canada rec- 
Mac- [ommended a competitor in this news- 


0, is [Bpaper copy asking the public for help 

in reserving telephone facilities for men 

and women in the services who can't get 

home for Christmas. Cockfield, Brown 
& Co., Montreal, is the agency. 


ebru- BWestmore Plans Its 
-pro- [Biggest Campaign in ‘44 


“? The House of Westmore, New 
a York, manufacturer of cosmetics, 
rstery has scheduled the largest advertis- 


y ing campaign in its history for 
Blue f§i944, when it will utilize black and 


aS a white insertions ranging from sin- 
other Hujie columns to full pages in a list 
heard for ig national magazines, aug- 
EWT, mented by newspaper advertise- 
Me ments in key cities across the coun- 


try. 
Built around the theme “Makeup 
Created by the Men Who Make Up 
the Hollywood Stars,” the campaign 
will feature beauty tips by makeup 
wo artist Pere Westmore on proper 
application of the company’s line of 

cosmetics. Small & Seiffer, New 
; y York, handles the account. 


FREEDOM 


| to 
[ PLISTEN 
> | This Christmas 
ig ... And Always 


| countries occupied by 
the Nazis, the turn of a 
radio dial can mean impris- 
onment or death. 


Here in America a push but- 
ton brings you the news of 
the world; great music with- 
out reference to the com- 
poser’s race or religious be- 
liefs. 


You may listen to church 
ervices of every denomina- 
ion, hear symphonies or 
oogie-woogie, agree or dis- 
igree with a commentator 
who takes issue with a gov- 
rnment official. 


‘ou may not agree with the 

peakers you hear; the gov- 

rmment may not, either, but 

ou and your government 
ill defend to the last their 
yht to say it, and your right 
hear it said. 


reedom of Speech, 
reedom of Assem- 
ly, Freedom of Wor- 
up and Freedom to 
sten ... these are 
i¢ things for which 
e are fighting. 


PETRY & CO. INC. MATIONAL REPRESENTATIVES 


ENERGETIC WORKERS. Workers in Oregon are alert and con- 


scientious. Our distinct seasons, with mild changes in temperature, 
keep them mentally and physically active the year around, 


as “freezes” are unknown in many sections of Oregon. The mean 
minimum in midwinter is mostly between 36° and 40°, 


INEXPENSIVE VACATIONS sustain worker enthusiasm. Oregon’s 
all-year highways lead to all-year mountain and beach playgrounds 
which are as close as an hour's drive to most population centers, 


“Oregon’s Climate 
has these postwar 
advantages” 


DAVID B. SIMPSON 


President, Portiand Chamber of Commerce 
Vice-President, Norris, Beggs & Simpson 
Past President, National Ass’n Real Estate Boards 


“OREGON has a greater variety of climate that is ideal 
for industry than any similar region in the United States, 
Meteorologists and economic geographers bear out this 
statement. Your postwar plans must give consideration to 
the fact that climate has a direct influence upon the pro- 
ductivity of any given plant. Oregon’s climate, plus abundant 
raw materials, unlimited amount of cheap electric power 
and water-level routes of transportation in every direction, 
are the four geographic factors supporting your decision 
to locate with us in this state.” 
* * . 


Mr. Simpson knows Oregon. He knows its people. He knows 
that industries requiring skill and creative ability have 
special need for the stimulating climate in Oregon where 
the people are happy, well-fed and healthy. 

To his four geographic factors The Oregonian adds Mr. 
Simpson’s after-the-war economic factors: Markets of the 
Pacific West and the New Orient; “pools” of skilled workers 
from today’s busy war plants and the obvious advantages 
in your getting an early start. 


The GREAT Newspaper of the West 


The OREGONIAN 


PORTLAND, OREGON 


LONG GROWING SEASONS. As high as 200 days between frosts. 
In some sections crops make growth right through the winter months. 
Climate has never caused a crop failure in Oregon. 
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32 
Issues New Rate Card 


Station WJR, Detroit, has issued a 
new rate card, No. 17, incorporating 
increases in program time charges, 
first change in the station’s rate 
structure since 1939. Current ad- 
vertisers will be protected for one 
year under rate card No. 16, through 
Jan. 31, 1945. New advertisers 
after Feb. 1, 1944 will be accepted 
under the new rate card. 


Selling Women While 
They're Young 
Published by GIRL SCOUTS 
1455 E. 44th St., New York 
" Member of 
THE YOUTH GROUP 


‘200,000 ABC! 


Dec. Magazine 


Linage Scores 
Gain of 27.5% 


New York, Dec. 15.— Substantial 


linage gains were recorded this 
month for all groups of national 
magazines, including November 


weeklies, over the comparable 1942 
| period, according to an ADVERTISING 
AGE compilation based on figures 
supplied by Publishers’ Information 
Bureau. 

The monthly tabulation showed 
linage increases of 50.3% for the 
women’s group; 44.6% for the out- 
door group; 43.0% for the general 
group; 23.4% for the juvenile group; 


| 


21.7% for the standard group and a 
gain of 10.9% for November week- 
lies. 

Total linage carried by all groups 
was 3,508,252 lines against 2,749,725 
lines for the same period last year, 
a gain of 27.5%. 


MBS Billings Increase 


Mutual billings for November hit 
$1,479,942, a new high for 30 days 
and an increase of 62.6% over No- 
vember, 1942, when business totaled 
$910,167. Total billings for 11 
months of 1943 reached the all-time 
high of $12,238,206, an increase of 
39.5% over the likesperiod last year, 
when the total was $8,774,305. 


Promotes Betsinger 


Stuart H. Betsinger, sales engi- 
neer for Kinney Aluminum Com- 
pany, Los Angeles, has been named 
sales manager and will direct the 
promotion of the company’s perma- 
nent-mould castings of aluminum 
and magnesium. 


Now that we all know— 


“One Paper Doesn't Do It” 


What Is The 
BEST TWO-PAPER BUY 
IN PHILADELPHIA? 


“Advertisers are tending towards an 


evening field buy. This gives less 


duplication, more thorough 
coverage, and less money 
spent,” 


In This 
Evening Field 


the Largest Percentage 


of Gain Was Made by the 


PHIL 


DAILY 


HIA 


NEWS 


47 Consecutive Months 
Of Advertising Gains 


This Is Easily Understood If You'll Remember That 91% 
of News Circulation Is In Philadelphia Industrial Area. 


Advertising Age, December 20, 


DECEMBER ADVERTISING LINAGE iN NATIONAL 
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MAGAZINES 


mm -_-143———X~ ——1942 | ——1943—— — —19 42 
Pages Lines Pages Lines | Pages Lines Pages C 
GENERAL |Promenade ......... 57.0 24,477 32.4 
*Ace Fiction Group 10.0 2,419 13.1 3,056 | Radio Mirror (Mac) <7 43.7 18,750 20.8 
Actual Detective . Siahe.ed 6.1 4,157 5.4 3,700 | Romantic Story (F)....... 46.5 19,962 25.2 7 
American Magazine pac 64.0 27,459 38.4 16,458|*Screen Guide ......... 18.3 12,421 21.6 f 
*American Forests .. 8.7 3,654 7.6 3,220 |Screenland Unit .......... 28.0 12,026 22.3 N 
American Home ‘ 45.5 28,735 25.8 16,287 |Screen Romances (MM).. 44.3 19,019 29.5 7 
American Legion ....... 20.3 8,718 12.7 “yg Be are ere 18.3 12,421 18.9 : 
Asia & the Americas 3 3.3 998 3.3 1 126 | True Confessions (F) ..... 51.6 22,125 27.6 
setter Homes & Gardens... 46.7 29,520 32.8 20,701 True Experiences (Mac)... 45.7 19,624 22.3 7 
Christian Herald .......-% 25.2 10,807 22.7 9,749 | True Love & Romance (Mac) 45.5 19,504 22.2 
ee ere ee ; 2.3 1,583 2.9 1,999 | True Romances ........... 44.7 19,161 24.6 
Cosmopolitan . a ete 82.9 35,581 47.9 SO BOG t SUD. WCOEN obi och ose ees oe 52.3 22,452 38.2 
*Dell Detective iroup 15.0 6,461 15.6 6,721 | Vogue Webs sees os 6 hate 173.2 109,486 95.9 
*Dun’s Review . em 20.3 8,712 10.3 4.415 | Woman’s Day ....-..se00: 30.2 12,944 23.3 99 
Elks .... le ee 14.5 6,206 6.7 2.886 | Woman's Home Companion 60.4 41,071 51.5 Gen 
Esquire (National) 164.9 110,854 115.9 77,870 emecas~counianres team 
*Extension el eer 8,202 9.5 6,597 Total Group 1,884.7 945,0761,228.8 6287 
Fawcett Men's Group...... 9.4 4,046 7.7 3,322 | 
Fortune ..... Ok so 0 oh 198.5 125,452 160.8 101,622 STANDARD 
WEST RES TORGMGP 2 ck cccccusn 12.1 5,347 7.8 53,428 |*American Mercury 8.1 1,476 14.1 
*Guide Detective Unit..... 6.1 $4,148 5.5 3,705 | Atlantic Monthly 72.0 30,240 58.5 
*Hillman Detectiy (jroup.. 10.0 4,290 10.1 4,316 Harper’s Magazin:2 ........ 58.1 13,838 43.3 
House Beautiful . see aed 64.0 40,456 40.9 25,855 
House & Garden... 5 a Sh 58.8 37,188 36.8 23,248 | Total Group 138.2 45,554 115.9 
*Improvement Era 15.8 6,754 14.5 6,221 | 
*Instructor ia ah one 10.6 7,314 7.8 5,351 OULTDOOR 
Macfadden Detective up 12.0 152 6.9 2,983| American Rifleman ....... 30.2 12,975 25.3 
Mechanix Illustrated ae 48.9 10,942 36.2 8,117 |iField & Stream 37.0 15,681 24.2 
MEMOS. fuk ddisec'esss <a 7.2 3,110 7.0 3,068 | wur-Fish-Game ...... 19.3 8,304 14.7 9 
*Motor Boating .... 67.7 29,088 39.5 17,082 | Hunting & Fishing... 13.9 5,971 9.7 
National Geographic ve 33.3 7,988 31.0 7,388 | Outdoor Life .............- 34.5 14,786 21.3 
Nation’s Business 63.7 26,742 43.2 ABSOe LOUCROOFE .cci cctv ccsec¥ecds 11.4 4,913 6.9 2 
eNature ....+.-+++- 4.5 901 1.6 1,960 |isports Afield ........... 25.6 10,758 16.3 7, 
Popular Mechanics .. 95.3 21,342 67.4 15,101 | . — 
*Popular Publication: Total Group 171.9 73,388 118.4 72 
OGG 1 cs aadeenrvies 11.1 2,497 16.9 3,782 
Popular Science .......... 100.7 22,553 61.7 13,820! JUVENILE 
oe THRU Tee rere aM 2 eyed 7 2 sy *American Girl 7.5 3,216 6.1 9 § 
Scientific American ja ] 2 4°794 12 . 5 346 | Boys EAbe .. ss esse sseeeess 48.3 £3,468 47.6 11,977 
Raadetn ‘ : 17 0 7 600 34 5 008 i*Calling All Girls........ 12.8 4,885 9 ; 
‘Street & Smith Fiction be * GOI TANG oc iiccesccvcs 1 2,186 6.9 2, 
"Group . a0 116 78 1.736 | Oper Road for Boys..... 11.1 4,776 10.2 ‘ 
eoeeecseeeserseseses , p ,100 | ear, i ‘ _ ..3 2 3 
. . ORE Re 90.4 18.987 38.5 16.118) to te COMICS -- +0 ee nee. - wae . 
‘Thrilling Group ......... 19.1 4,276 20.4 4,568] = Total Group ........-. 4.8 27,506 41.7 22,27 
eee: Gs. COMMENT. aces cee ss 115.4 77,588 54.6 36,722 
Hane Den. wtibseeamee yee eens . > ce eeee 3.5 1,570 W EEK LIES—November 
eYachtine steve ‘s "a 7 “en 42 76 503 31 00 **American Weekly ....... 40.8 (77,629 947.3 90,05 
° ~ oV.0 O4,bs Business Week ........ ee = Ff 123,555 265.1 113,726 
vn ys ae : *hristian ‘ate 20.6 8,638 9.3 8.0 
Total Group ....... 1,686.1 $32,398 1,196.0 581,965 ee barehgsaeryy Ores Ry “anaqe Ry 126'748 
WOMEN’S PCUC ccc cccerevees 75.8 32,501 63.0 27,04 
at |, ae a ee 70.0 10,030 22.7 9,724 | Family Circle ............. 72.2 30,982 69.0 29, 
DD. Ginsev 6a ews ba eeeee co 14.2 9 680 4.5 SOOT THOT ROR cicccvecseeovncsevers 28.9 12,416 76.5 2,804 
Basie sonenedeawess 70.5 30,229 30.3 SEDO EEES, ci cvessbnecvedesnenen 27.5 20,775 21.9 22,4 
Good Housekeeping ....... 107.2 $5,996 86.7 OTe CROOED S066 seems desenseon 74.6 32,005 30.5 13,08 
REGSPOP OS MAGRAP «oni siecces 113.1 76,024 70.7 Sens SI | be e0iea dha k eres 350.3 238,211 382.9 26 
PT EY 056.0 00s hdeee sees [3.3 8,470 12.2 SN PT Serer errerereeereeieryy 121.7 82,748 55.9 37,99 
EE 62650 dv ceakee cs 19.9 13,546 15.5 10,530 |Newsweek ........cseeeeee 324.5 136,292 227.7 97,701 
Ladies’ Home Journal...... 92.4 62.814 80.2 54,534|*New York Times Magazine 97.3 97,349 55.0 4,97 
|Mademoiselle ............. 122.6 52,604 109.2 SE SEG LTIOW TOSMOP oc acces wesveaa 281.8 120,914 197.8 $4,848 
be Ree aa SEG TESS «©—SED 8 6=BAAERILI cic cccinccedvcvresnvss 7.9 5,355 8.8 95 
Modern Romances (MM)... 43.3 18,562 25.7 11,043| Saturday Evening Post.... 254.5 173,035 236.8 160,9 
Modern Screen (MM)...... 45.7 19,605 30.1 ee aan Sere 14.3 6,121 7.5 3,2 
Motion Picture (F)........ 49.3 21,159 30.8 TES TeRE WOON casas cetvasaess 61.7 52,436 57.9 49,2 
Sere ee 23.9 10,292 14.6 SEE. Lavededswicveeenbeneds 342.9 144,050 352.1 151,06 
<r 33.5 14,360 22.4 9,627|*United States News...... 168.7 70,848 136.7 58,62 
*Movie Stars Parade....... 24.8 10,679 14.5 6,233 ———— - ——————— = 
MOvte Mtory CH) vccecscire 48.5 20,826 29.6 12,712 Total Group ..........2,828.2 1,584,330 2,498.1 1,428,612 
3 Oe eee eee 24.1 10,321 14.4 6,167 | -—— 
Parents’ (N.Y. Metro, Ed.) T7.5 33,267 50.1 21.496 *Figures received from publisher. 
tParents’ (National) ...... 73.8 31,660 $7.9 20,590 tFigures not included in totals. 
*Personal Romances ...... 24.1 10,359 9.5 4,096 1420 lines, 1943; 1942, 429 lines. 
Photoplay-Movie Mirror “Four issues, 1943; Five issues, 1942. 
CR 1666 aes0usekc vee dee 53.6 22,992 28.6 12,291 ‘No issue or figures received to date. 
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|}ing Sumner D. Quarton who has 


DECEMBER ADVERTISING 


Commercial Display 
Including Poultry and 


Livestock 
m—1943—, — 


Monthilies 
*American Fruit Grower 
American Poultry 
Journal: 


11.0 4,968 9.9 


Eastern Edition .... 43.8 18,797 37.1 

Central Edition .. - 84.6 14,839 26.3 

Western Edition .... 25.2 10,810 20.4 

tin all 3 Editions.... 19.6 2 16.9 
*Better Fruit ... 7.8 3,27 3.7 
Breeder's Gazette 16.5 7,425 12.2 
California Citrograph.. 14.3 9,578 13.4 
Capper'’s Farmer . 33.9 23,021 22.8 
Country Gentleman ... 48.3 32,847 42.2 
*Electricity on the 

| Sore ss 5.8 2,082 6.5 
Farm and Ranch. 22.4 16,967 15.2 
Farm Journal & 

Farmer's Wife .. .. 54.0 23,169 5.5 
*Florida Grower ...... 11.9 8,103 6.7 
*Hoosier Farmer 6,503 11.6 
*Kentucky Farmers 


Home Journal 8 , 9.5 
*Michigan Farm News. 1.3 2,709 1.1 
*National Live Stock 


POR §sesneutsease 5.0 3,655 4.7 
*tNation’s Agriculture. ... ouce 7.3 
*New Jersey Farm and 

GOGO scbcccccccece 26.9 12,126 20.6 
*Ohio Farm Bureau 


News secacee Bact 6,021 9.9 
Poultry Tribune 
Pastern 


Edition .... 46.4 19,894 40,1 
Central Edition ..... 37 16,031 28.4 
Western Edition .... 30.0 12,855 22.0 
Pacific Edition ..... 32.5 13,925 23.3 
tin all 4 Editions... 23.9 10,255 19.3 


Progressive Farmer 
Carolina-Va. Edition. 29.! 
Georgia-Ala. Edition. 29. 


Ky.-Tenn. Edition... 29. 21,265 26.1 
Miss.-La.-Ark. Edition 26 19,404 25.0 
Texas Edition ...... 26.! 19,056 25.3 
tIn all 


* 

6 

2 

7 

5 Editions... 24.1 17,562 22.4 
tAverage Editions. 28.2 2 

Southern Agriculturist. 20.8 

Southern Planter ..... 22.7 

Successful Farming .. 53.3 


Total Group 


Monthlies—November 


Arkansas Farmer ..... ¢ 6,706 8.1 
Farmer-Stockman .... 23.0 17,403 16.8 
*Idaho Granger, The.. 6.2 6,727 4.8 
Wyoming Stockman 
PUGS codesnrdotace 6.7 5,966 8.1 
Tota] Group ....... 44.8 6,80 7.8 
Semi-Monthlies—November 
*California Grange 
News ‘ coos 12.6 183,730 12.9 
Dakota Farmer ...... 28.0 21,619 of 


1942——, 
Pages Lines Pages Lines 


785.5 435,093 646.1 36 


Display | 
Advertising 

1943 1942 | 
Lines Lines | 


|} Farmer, The 


LINAGE IN FARM PAPERS 


Commercial Display 
Including Poultry and 
Livestock 
1942—— 


1943-—-~ ;- ¥4 
Pages Lines Pages Lines 
9.2 30,699 24.6 19,276 


4,432 4,968 4,432| Hoard’s Dairyman 3.9 24,703 22.7 16,5646 14,f 
Idaho Farmer ~~ 26.3 19,847 19.4 14,695 | 
Indiana Farmer's Guide 16.9 13,214 13.9 10,864 ] 
15,923 8,204 6,975 | Kansas Farmer 28.2 21,404 19.9 15,087 34 
11,293 6,145 f Michigan Farmer 27.6 20,764 20.5 15,726 7 
8,729 5,926 5,218 | Missouri Farmer ...... 7.2 5,655 7.5 5,866 782 
7,244 5,355 4,874 | Missouri Ruralist ..... 26.4 20,028 14.3 10,869 74 
1,546 3,276 1,546 | Montana Farmer ..... 28.8 21,788 22.1 16,664 
5,509 5,821 4,393 | Nebraska Farmer ..... 44.8 33,885 27.2 19,771 
8.987 9,578 8,987 BV) ideueuanao ve 4.7 3,559 3.0 9,464 
15,522 22,290 14,928| Ohio Farmer 30.1 23,114 21.9 16,819 
28,700 30,988 27,595 | Oregon Farmer .. 24.3 18,383 16.0 12,106 ‘ 
| *Oregon Grange Bulletin 10.6 11,606 11.5 12,404 404 
2,320 2,082 2,320 | Pennsylvania Farmer... 82.3 24,783 20.5 15,735 4,67 
11,47 15,328 9,272 | Utah Farmer ......... 16.0 12,075 14.2 10,714 7 
Wallaces’ Farmer 47.6 37,315 27.6 21,594 14 
19,497 22,120 18,628| Washington Farmer 26.4 19,930 17.4 13,128 04. 
4,568 8,103 4,568 | Western Farm Life.... 30.1 23,585 26.1 20,445 é 
5,219 6,503 6,219 | Wisconsin Agriculturist 32.5 25,469 19.6 15,389 
7,265 7,972 6,429 Total Group ........573.9 447,145 413.4 322,025 412,938 825 
“,310 2,709 2,310 Bi-Weeklies—November 
American Agriculturist. 23.3 16,991 20.2 14,699 15,201 
3,398 3,655 3,398 | Arizona Farmer ...... 21.7 16,427 21.0 15,889 16,040 
3,279 .- 3,272 | California Cultivator... 29.3 22,142 19.8 14,951 21,470 
Dairyman’s League 
9,268 10,344 7,352 Zn «huesesewedeead 3.0 2,188 3.0 2,205 1,815 
New England 
4,433 6,021 4,433 Homestead e. 26.0 18,223 17.3 12,078 15,643 
Pacific Rural Press 
17,196 8,874 7,97 Northern Edition 32.4 24,497 23.1 17,444 23,608 
12,167 7,639 6,457 Southern Edition 31.2 23,567 21.9 16,684 22,678 
9,426 7,416 6,052 tBoth Editions ..... 29.6 22,350 20.4 15,422 21,461 
9,988 751 6,052 | Prairie Farmer Ill. & 
8,271 6,633 6,03 Ind. Editions ....... 38.1 27,708 21.6 15,718 27,088 
Rural New Yorker.... 26 20,624 8 11,582 17,861 
20,088 20,765 19,675 - ae : 
19,860 20,974 19,416 Total Group ........2381 172,367 162.7 b21,160 161,404 
9 9 9 BE 
oa ane er ag Weeklies—November 
"Gae rp et ‘5241 Capper’s Weekly ...... 6.3 14,058 3.6 7,970 13,885 
oa han oe ane Hye Weekly Kansas City Star: 
19.100 19982 18.623 Missouri Edition 8.1 19,858 be 4 10,768 19,686 
oF 
oa eee Tet tet Total Group 14.4 33,916 8.0 18,738 33,470 
20,617 23,298 20,090 Dailies—November 
z —_... | *Chicago Daily Drovers 
60,578 365,851 307,847 Journal -++- 29.0 61,612 24.3 51,686 41,132 
*Kansas City Daily 


Drovers Telegram 


6 o76 er e 35,864 34,750 
444 pot 6,079 *Omaha Daily Journal 

12.676 16,397 11,955 Stockman .. 32.6 69,380 21.5 45,677 47,065 
166 O,4e% 5,166 | est. Louis Daily Live 

7.211 6.649 7.211] Stock Reporter 16.5 35,207 10.9 23,166 26,364 

1,132 35,424 30,411|__-°t#! Group 102.8 218,738 73.6 156,393 149,311 


| *Figures furnished 
| tNot 
12.964 1One 


12 Zone, 1943: Fe 
15,899 21,144 15 


,869 | 2Issue or figures not 


included in total 
sur Zone, 


by publisher. 


1942. 
received to date. 


’ 

W. B. Quarton Promoted 
William B. Quarton, commercial 

manager of WMT, Cedar Rapids, for 

the past 10 years, has been pro- 

moted to general manager, succeed- 


resigned. 


Vernier to BSF&D 


Earl L. Vernier, formerly assist- 
ant sales manager in charge of ad- 
vertising for the Federal Motor 
Truck Company, Detroit, has joined 
the creative staff of Brooke, Smith, 
French & Dorrance, Detroit. 


oe 


Named Bovril V. P. 


Capt. Percy Lawson-Johnstor 


been named vice-president 
managing director of Bovril ( 
ada) Ltd., Montreal, succee 


W. J. King, who has retired 
46 years with the company. 


| : ee | - 
ete tel ree _$§— 
Byat \ a : 
i . 
eauae vo just! 
: The preferen rhey \eat™ en 
roday form ‘pulwarks that 
atet avertisine must : 
; work ppardet 10 vere | 
° fe 
_ cog 
tk / a 
d . a | j 
ia ; 
| 
| i 
| 
| mainte 
) | ‘ 
ee 
i) i 
| PO 
yverd pertinent are the jotiowind jgures gnowind the nation! 
pina? ,itwatio™ in the pnivadelPne newsPare fot the first —— rr 
10 months of this yeat> gas 0} media records: eg 
| Evening paAiLy WEWS wee 509%" | —s | 
| Evening gullet" 1 a BS bet Gain 33.0'° | a 
; wornind inquire’ pre Canc Gain NB | a : 
' mornings Record on ae 19 0%° ine 
| comparin’ the mornin? ficld gains with the evenind field | D 
: ' gains we pave 
° . of 
ne pvening POPE es” 315° | 
) Two wornind papers eee Gai" 241 1° | 
, ' The aavertiser® preserene’ is gistinctlY for the evenind field- an 
: | | 
> ' es 
| — 
ee 
4 . a a ae q 
E { Age rac es 
+ af es | | 
ee Mae —— | 


33 he. 
rtising Age, December 20, 1943 a aa 


bond drive will be given in 1944 in 
d Canadian DECEMBER CANADIAN MAGAZINE LINAGE _ Jovial Falstatt | Falstaff advertising in all media. 
F : = : ga Li Pa Lin | Blackett - Sample - Hummert, Chi- 
z - Pages sines ages ine - i tien aeninney 
*Canadiz »me na . = 25,443 31.6 cago, is the agency. 
C rm Paper Linage Sidion fame & Gardens ae . 28.1 18,857 =} 1, $1 d D | 
* Ld *Chatelaine 34.5 23 454 3 3 2 a 1 . 
he gister Gains Liberty, . . 36.9 15,817 31 , F 556 | | Wer Bon rive : 
*Maclean's . 54.6 7,098 8 7 
. 1 . 56.1 37,723 64.2 139 (Picture on Page 47) - 
New Se ee Sa ae Beae *National Home Monthl) ea se aes it HH St. Louis, Dec. 14.—Rotund, rois- ae 
of farm papers scored notable | *New World as ena — ——-| tering Falstaff, the Shakespearian a 
i in linage during November Meta ditiiaie . 0icaens 296.7 191,838 281.4 182,665| character converted into a_ star ae 
na December as compared with Display, ‘ineluding poultry and d livestock in oni Farm Papers mT salesman for Falstaff Brewing Cor-|. - 
e <«e months last year, according °C: anadian — a . te ig 12029 = 14.698 poration here, is doubling in brass oe 
ibulation by ADVERTISING AGE “Family Herald & Weekly Star CRE wa ena, | and doing a selling job, also, for di 
se. on figures furnished by Pub- Eastern Edition ... .. 38.2 38,543 33.2 83,539! Uncle Sam, being currently ‘em- N os tal : 
pers’ en Se Vo hethgrene gh ag RN <i 14.526 14.2 10.159 | ployed in special Christmas copy as rs are the cream C ast. Sell 
an magazines and farm _ papers *Farm and Ranch Rewew. - : bas Es ' cae = i. +e S390 | a done 40 te ananare shad ‘cade Grange are a ihe, Co st. 
sev ise registered linage gains this | *Parmer's Advocate ' +. 20.5 14,367 21.9 15,332 | no: asizing an appeal to bu 72,000 alert farm Ap rm Group — 
ke g g Farmer’s Magazine .... st »’°- | paign emphasizing an appe y 72,000 ge Fa i oa 
on over the same month in 1942. | s1rree Pres Prairie Farmer #03 HS ES {3500 | war bonds. th Pacis, Sagnsoes = oo" sae il 
November weeklies showed a lin-| **Western Producer ..-..-- Speer’. eee 20.9 22,389 = Falstaff has carried war bond fompaign. a one som ge members 
ye gain of 81.0%, foliowed by _— Total Group .......-eeeeceeeceeeees . .233.6 211,955 222.4 197,642 | messages in 27 800-line advertise- Leal ca eaches 9 all ors a re | 
b 8 f ol» Ang ym ge Fi eres r ived from publisher. ments yy gg oly wd 3 ee *” Washingto™, ~ 
2 or § - S$, 59.0% *Figure eceivec rf) : : . : aoe ‘ a : 
we ; thi ye ecembe e, 1943; December issue, 1942. in the Midwest, South and Sou SS 
ailics and 18.2% for monthlies. De- ane ay | neon r issue, 1943; December issu west during the year, as well as on PACIFIC GRANGE 
oe bay am Pass hana B "Bases = _—— ae ete yt FARM GRO ouP 
ooh “tye : : ‘ ecember poster is devoted ex- aenitiat 
ried by all groups, was 1,344,061 | Schisgall to OWI Hall to ‘Herald-Tribune clusively to the sale of war bonds. p< widen of 
aes Oe ant . ad Be y é istant to the| Giving added impetus to the drive nA. Scott, Pacifl 
~ - - hisgall, author and mag- Thornton Hall, assistant to Sunes  oci 
a a eS ono Fm Fan “ been named chief | president and secretary of the Ex- was a transcribed series of patri- Coast and Mi 
< . i i of the OWI magazine bureau, Wash-| press and Evening News, San An-| otic poems by Alan Reed, the Fal- 
155 8 pore ee of 80% ao re ington, D. C., succeeding Dorothy | tonio, Tex., has resigned 'to become | staff Openshaw of the Fred Allen , ee 
1 nag eyed’ pt Bowes bong Ducas, who has resigned to resume | assistant business manager of the = a, i : 
ee . . , New York Herald Tribune Jan. 3. ontinued support to the wa 
- oi) Mrease of 7.2% over the same month | magazine writing. 
1942. 
’ 
_ Burnett-Rumford 
11977 
Bales Pool Used 
“ibs War Measure 
99 3oston, Dec. 14.—Hit by manpower 


hortages which were disrupting 
tribution of Burnett’s extracts in | 


90,059 @ertain sales areas, the Joseph Bur- 

113,726 ett Company, Boston, has worked | 7 
8,0 ut an arrangement with the Rum-| 

126,742 Mord Chemical Works, Rumford, | 

00 ‘ thin | 

I, by which Rumford sales in 

so oaqgpmited areas will be shared with | 
> ary Mpurnett. 

22,4 ul 


13.08 The pooling is entirely a war ex- 


* 
260,338 #pedient, according to Frank “S. 

37,999 Mhristian, of H. B. Humphrey Com- | 

97,701 Many, Boston agency which handles | 


49% both accounts. 
‘8 “It means that in certain terri-| 


reo ase ories Rumford salesmen will also | Farmer 
9 9;-q™ake orders for Burnett,” he ex-| 

49,999 @plained. “They will see that Burnett | 

151,060 MMerchandise is properly displayed | 


58,623 nd that display pieces are shown.” | 
Mr. Christian stressed that this 


_ - . 
1,425,612 Mirrangement will be abandoned ive bia 
vhen the war is over and Burnett 
an once again maintain full con- ; 


and supply material with its 
organization. Locations where | 


wn ‘ . > ” 

he pooling already exists, he said, | 

——— re outside the metropolitan areas | 
1 Virginia and in western states. | . 


ver ine JPPeNS Office in Chile 


eo Robert S. Benjamin, formerly 

3 (18,9 ef of the publications section of 

)1 14,657 fhe _ Office of the Coordinator of JESSE STUART 
7 i -American Affairs, has opened | oes Says 

nL 11,848 ‘pr romotion and research bureau at | 

6 11 assificador 466, Santiago, Chile, to | 

55 »@eovide commercial information “ @ 
2 ‘on MpOOUL the west coast area of South Author of TAPS FOR PRIVATE TUSSIE 
p4 «18,559 America to United States manufac- 


9 . Ire} 


December 3ook-of-the-Month Club Selection 


and advertising agencies. 


ere | 
aie | 
37 am | 
01 Pe | 
40 559 e 
* “pomes to Winston-Salem 
43 . ° . 
a ee cee | “THE PROGRESSIVE FARMER is the first stories by Mr. Stuart: Saturday Holiday, 
+ ; 9 t. * moved here from Akron, and only farm magazine to use my stories,” March, 1941; Varied Fruit, January, 1942; Lady, ; 
a : at Ey GS | says JESSE STUART, Riverton, Kentucky, | December, 1943. Progressive is the middle name | j 
04 q ieee enone - we rd, author of Taps for Private Tussie. “Your editor, of The Progressive Farmer. 
‘ some 9 yersons in ihe . pa 
. , ' associate editors and staff members are in my 
a 0 ulacture of the largest rubber p F le t Siena 
70 of! oat of its kind in the world. estimation a fine wT oO —— dani mé S h ib } 
rial, fine to work with...and this is my honest e out U scri eS 0 
“a sis created another “plus” experience. You have, as the name of your % 
— tl... adding more “activ- | magazine indicates, progressive ideas not only . 


o what is already a “must” 


364 cael in farming but in fiction, that is, you do not The Progressive Farmer ° ; 
~~ - t for advertisers. . 


expect an author to write a story to a narrow 


formula and that is a healthy sign...” ‘ 
( RNAL and SENTINEL a ng aE HP ee 


. — In keeping with its editorial policy of featur- Advertising Offices: SiR MINGHAM, RALEIGH 
——— inston-Salem, North Carolina ing fiction by nationally-known authors, The MEMPHIS, DALLAS, NEW YORK, CHICAGO 


National Representatives: 


\ELLY-SMITH COMPANY Progressive Farmer has carried the following Pacific Coast Representotive: Edward S. Townsend Co., San Francisco 

nstor iebpadis wee 
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Molitor in New Post 
W. D. Molitor of Edward Stern & 


named public relations manager. 


KIOD Joins Mutual 


Station KIOD, Spencer, Ia., has 
Co., Philadelphia printer, has been| become affiliated with Mutual 
Broadcasting System. 


| 


McClintock Lauds 
Radio As Medium 
of World Scope 


New York, Dec. 14.—It has been 
proved in this country, through 
competitive business and advertis- 
ing and selling in all forms, that 
desires can be created by telling 
people of the good things available 
for them, Miller McClintock, presi- 
dent, Mutual Broadcasting System, 
told the weekly luncheon session of 
Sales Executives Club of New York 
today. 

Declaring that ambitions, thus 
created, produce individual and 
mass energy to acquire these good 
things, Mr. McClintock said that this 
is the only solid foundation upon 


| which the nation’s present standard 
of living rests, and emphasized that 


the same radio advertising which 
has so efficiently sold goods in this 


| country can create the same desires 
}and ambitions anywhere in the 
| world by virtue of its capacities to 
| cover great areas instantly. 


“To fail to use this instrumental- 
ity of international trade would be 
unfortunate from the standpoint of 
the rehabilitation of world econ- 
omy,” Mr. McClintock said, propos- 
ing that American business use 
radio with that same leadership 
throughout the world that it has 
upon this continent. 

Speaking on the topic, “Peace Is 


a Business Proposition,” the net- 
work head opened his address by 
asserting American business and 
advertising are now confronted with 
the greatest challenge in history. 
In the postwar period American 
business will be faced with the 
problem of its own rehabilitation, 
said Mr. McClintock, adding that 
what has not been fully realized is 
that the solution is not national, or 
even international, but global in 
scope. 

Dwelling on postwar innovations 
in virtually every field of endeavor 
which are bound to reshape and 
influence the nation’s living habits, 
the Mutual president declared that 
aviation and radio communications 
will play a dominant role in pulling 
the world together. 

Mr. McClintock cited the signifi- 
cant importance of international 
trade and quoted Department of 
Commerce figures to show that the 
demand for consumer goods in the 
postwar world, domestic and for- 
eign, will usher in the greatest era 
of productivity in the history of the 
nation. 

Despite their color or condition, 
all peoples of the earth have two 
ears, and their minds are not vastly 
different than those of Americans, 
Mr. McClintock said, pointing up 
radio as the perfect vehicle for edu- 
cating and broadening people over 
a period of years to the point where 
they will have a definite desire to 
improve their standards of living. 

“It is significant that broadcast- 
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WET-IRONED between platens and pressure 


spray as it leaves the hardening furnace, steel 
armor plate seldom requires further straight- 
ening before it can be worked. In one large 
shop, this recent development of MARS has 
saved as high as 75 per cent in straightening 
time and labor. 


METALS 
ALLOYS 


£ . . M. ° 
of the Metal Industries 


ABC ABP 
a 


330 W. 42nd Street, New York 


A LA TIFFANY . . . Precision casting of small 


parts on a mass production basis is now pos- 
sible through MARS’ adaptation of the “lost 
process. Used by jewelers for centuries 
in manufacturing costly rings and mountings, 
it saves thousands of man-hours formerly re- 
quired for machining. 


wax” 


Ce eo 
¥ 


engineers 


working 


these... 


a aasig? 


4] PER CENT EXPECT INCREASES in personnel, over normal pre-war times. . 


F YOU'VE a story to tell to the 
metal industries — of new or 
better processes, materials, equip- 
ment—tell it to MARS (15,000 
METALS and ALLOYS Read- 
ers) For these are the practical 


who will be solving 


tomorrow’s problems with the 
products and methods they are 
using and learning about today. 
Any metal-producing or metal- 


developments are 


MARS’ business. Tell them about 
yours if you'd be in on jobs like 


CANS BY THE YARD. . . with hot-dip tin- 


ning, tin can stock first had to be cut up. 
Heavy coatings were unavoidable. Shortages 
of tin prompted MARS to perfect electrolytic 
tinning in continuous rolls. Quicker, cheaper, 
more uniform, it also cuts tin requirements 
two-thirds—with the aid of lacquers. 


. according to a 


post-war planning survey made among key industrial plant presidents. More productive capacity! 


REINHOLD PUBLISHING CORPORATION = Greater competition! If your sales program required publication help before Pearl Harbor, how 


much more will it need next year...the year after? Keep MARS posted on what you have to offer! 


Advertising Age, December 2( | 


ing is the only advertising m °qjj 
that could undertake such a \ oy) 
encompassing job,” he said, «ng 
this respect he advocated the se 
basic English, “since it is not pr, 
tical for a radio advertiser to | roa 
cast his program and messag:» jp 
variety of languages.” 
Citing the consolidation <«f{ 4 
advertising business into th. w 
Advertising Council as a sierlj 
example of how the skills anc abj 
ties of men can be diverted from 
commercial to an intangible go; 
Mr. McClintock declared thet jt 
the responsibility of men in broaj 
casting and all other forms of 
dustry to work together towards 
common objective, which must , 
beyond the immediate interests } 
broadcasting, of trade, or of 
other business consideration. 


. 2 a te ee 


Time Enjoined 
from Showing 


Sinatra Crooning 


New York, Dec. 14.—Frayp 
Sinatra, whose crooning cays 
swooning in the ’teen age jive s 
won the first round for RKO Pp; 
tures in a legal battle with Tiy 
Inc., last week when U. S. distri 
court judge John C. Knox enjoin 
the latter from exhibiting part of 
March of Time picture in which 

vocalist is shown singing before 
group of Waves. 

Judge Knox voiced the opinj 
that if the newsreel portion show; 
the crooner were released, it wo 
compete with the feature {j 
“Higher and Higher,” starring § 
natra, which will soon be relea 
by RKO Pictures, and damage 
Sinatra would be difficult to det 
mine. On the other hand, he sa 
if the portion referred to y 
wrongfully restrained, Time wo 
suffer relatively slight dama 
which would be ascertainable. 

Judge Knox pointed out ¢ 
Sinatra’s voice was_ incorpora 
into the Time film without the | 
of a supporting cast, sets or pr 
and that the singer received 
financial return. 

Attorneys for Time, Inc., app 
ently taking their cue from the ti 
of the crooner’s picture, indi 
they would go “higher and highe 
too, by appealing the injunction 
the second circuit court of appe 
The basis for the appeal will be 
the grounds that (1) a newsreel 
entitled to take pictures of n¢ 
(2) that Sinatra’s singing bef 
2,000 Waves definitely falls un 
that category, and (3) as su 
March of Time’s filming of 
scene is entirely proper and cor 
tutes news to which the publ 
entitled. 


Robertson Joins Dell 


Graham A. Robertson has joi! 
Dell Publishing Company, \ 
York, as a member of the east 
sales staff of Modern Magazines 
previously represented Hollan 
Farm & Ranch, Progressive Farn 
and Midwest Unit, Inc. 


Heads Durstine Office 


Ken Jones, for the past five ya 
an account executive with Youn! 
Rubicam, both in New York anc 
Detroit, where he managed 
agency’s office, has resigned to 
come manager of the Cuncin 
office of Roy S. Durstine, l 


Advertising Manage 
Wanted 


We have an opening for an expe 
enced man to head our adverti: 9 ° 
partment. Successful applicant “ust 
capable of directing national m. 92!" 
newspaper and: direct mail pr 9g’ 
supervising and writing house °r9® 
sales promotion literature anc de? 
helps. 


A knowledge of automotive e 4 
cialty merchandising is highly d::\r2° 
The ability to direct others anc to! 
an efficient, alert department = *> 
lutely necessary. 


In answering this advertisement pe? 
give us complete details as 
draft status, education, sal 
pected, past experience, and "°° 
photograph. 


This is an unusual opportunity ‘oF 
avgressive man possessing th 
character and ability to get ir ¢™ 
moving organization that is 
places in the postwar period. 


a * 


All replies strictly confidential. 
Write T. A. Crawford, Timker 5 
Automatic Division, The Timken Je 
Axle Company, 100 Clark 
Detroit 32, Michigan. 
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ALE BOOSTER 


This holiday window display centerpiece, 
designed by Vernon Grant, is promoting 
Trommer's ale in the New York metro- 


politan area. The silk screen process 
work was done by Fuller Display, Long 
Island City. 


Survey Shows 
High Ad Reading 
for Weeklies 


New York, Dec. 15.—Readership 
of a national advertisement in a 
weekly newspaper is at least five 
times greater than in a large daily, 
according to a readership survey of 
the weekly Advocate - Hamiltonian, 
Hamilton, Mo., completed last month 
by the Research Company of Amer- 
1Ca. 

Results showed that of 14 national 
advertisements in the issue studied, 
averaging 14.7 inches of space per 
advertisement, average readership 
was 31% of men readers and 37% 
of women, or 34% of all readers. 

Each copy of the paper is read by 
2.79 people outside of the immedi- 
ate household, the survey revealed. 
Consequently, for each 1,000 of 
family circulation an advertiser 
buys, the newspaper actually goes 
to 1,790 additional readers. 

This is the first of a series of 
studies conducted by the Research 
Company of America under the 
sponsorship of the American Press 
Association. The newspaper studied 

a typical small town weekly 
newspaper, has a total of ABC 
circulation of 1,797, averages ten 
pages per issue and is published in 
a town of 1,655 population. 

The best read national advertise- 
ment in the Hamilton newspaper 
was a 43-inch institutional message 


of General Motors headlined, “116,- | 
This adver- | 


170 Ideas for Victory.” 


tisement was read by 56% of men 


SANA 
Time OFF 
your hands! 


The Belmont-Plaza‘s con- 
venient mid-town location 
will save you valuable 
time and energy. Only 3 
blocks from Grand Central. 
A few minutes’ walk to the 
. smart 5th Ave. shops, close 
to leading theatres—a de- 
sirable, distinguished ad- 
dress. Hotel now under new 
management. 800 newly- 
decorated rooms with 
radio and bath (tub § 
and shower) . . from 


HOMF OF THE FAMOUS 


New York's most 
glamorous night 
club. Excellent 
banguot and meet- 
ing facilities. 


. F. JOHNSON, MGR 
CTION: EMIL H. RONAY 


AINGTON AVE. at 49th ST.,NEW YORK 


readers and 60% of women. It was 
the largest insertion in the paper. 

High readership of smaller ad- 
vertisements was likewise shown, 
with 28% of men and 44% of wo- 
men reading a 13-inch General 
Electric institutional advertisement. 
A three-inch Vick’s Vaporub inser- 
tion was read by 20% of men and 
36% of women. 

Best read of all advertisements in 
the paper was a 30-inch local in- 
sertion of an auction sale of farm 
animals which attracted 88% of 
men and 90% of women. Other 
auction sale advertisements at- 
tracted almost equal leadership. 


Gar Wood Promotes Luty 
Donald J. Luty, formerly assistant 
general manager and chief research 
engineer of Gar Wood Industries, 
Detroit, has been named general 
manager of its heating division. 


Says Latin America 
Middle Class Grow 


in Importance 


Chicago, Dec. 15.— Addressing a 
Chicago group of industrial execu- 
tives and advertising men at the 
Chicago Club today, George E. Quis- 
enberry, vice-president and editorial 
director of Business Publishers In- 
ternational Corporation, said that 
the emergence of a middle class is 
one of the most significant develop- 
ments in Latin America. Mr. Qui- 
senberry has recently returned from 
a tour of many of the leading coun- 
tries of South America. 

“The development of roads and 
the increasing industrialization of 
Laiin America,” he said, “started 
before the war, but have been 


stimulated by it. Improved eco- 
nomic conditions are building a 
middle class of importance, and it 
is shown in the development of 
many suburban areas with gardened 
homes and other evidences of pros- 
perity.” 


Over-all Effect Good 


The speaker suggested that while 
lend-lease and the application of 
the good neighbor policy may have 
included some mistakes, the over-all 
effect has been good. Our reciprocal 
trade arrangements with Latin 
America after the war will have 
much to do with the continued de- 
velopment of export trade in that 
field. 

The Chicago meeting was one of 
a series in which Mr. Quisenberry 
is presenting new information about 
Latin America to business execu- 
tives. 


Politz Joins Compton 

Alfred Politz, formerly of the 
Elmo Roper organization, has joined 
Compton Advertising, New York, as 
research director. 


RS a MO 
LOWEST COST 
IN THE BUSINESS FIELD 


Choose the 


Leader... 


»¥ 


| 


Tobacco. 
Textiles. 
Apparel. 


Furniture. 
Paper and allied 


PSP rr err 


allied industries. 
products. 


coal. 


ll. Rubber products. 


es 


Lumber and timber. 


Printing, publishing and 


9. Chemical and allied 


Here's why Solid 
(4 the word por Syracuse 


THE NATION’S 20 BASIC INDUSTRIES 
All Represented in Syracuse, N. Y. 
and the Syracuse Market 


Food and kindred products. 12. 


Leather and leather 
products. 


13. Stone, clay and glass. 
14. Iron and steel products 
cept machinery. 


15. Non-ferrous metals and 


products. products. 


6. Electrical machinery. 


17. Machinery, except electrical 


machinery. 


18. Auto and auto equipment. 
10. Products of petroleum and 19. 


Transportation except 
automobiles. 


20. Miscellaneous. 


/ 


Of course there will be no 
payroll lag between V-Day and 
consumer production in Syra- 
cuse, N. Y., because 98% of the 


area’s plants will be in full 
peace-time production in less 


than six months. (According to 


manufacturers answering 
conversion question in 
Time - Life - Fortune 


the 
the 
industrial 


survey conducted by the Syra- 
cuse Post War Planning Coun- 
cil.) And... more than 50% of 
these plants will be in normal 


production within three months. 


Imagine it—some will require 
no conversion at all! And, on 


Harbor! 


top of that, all these industries 
will actually employ 
more workers than before Pear] 


13.5% 


‘SYRACUSE ; HERALD-JOURNAL 


SYRACUSE HERALD-AMERICAN 3 3 — 
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36 
E. P. Finlay Named 


E. P. Finlay, Toronto publishers’ | 
representative, have been named 
eastern advertising representative 


‘Loewy to Design 
Emerson Radios 


for the Bulletin, Edmonton, Alberta. | of the Future 


Every day except Sunday 
and Monday is a pay day in 
Battle Creek. Biggest pay days 
are Wednesday and Friday. 
Industrial weekly pay rolls over 
$1,000,000. 


THE BATTLE CREEK 


SHUTS ER. aun 3 EWS | 


New York, Dec. 15.—Raymond 
Loewy, often alluded to as the man 
who designs everything from “lip- 
sticks to locomotives,” will apply 
his talents to Emerson radios of 
the future, Benjamin Abrams, pres- 
ident, Emerson Radio & Phonograph 
Corporation disclosed here this 
week. 

Considerable research in the field 
of radio-electronics has been done 
by Mr. Loewy and his staff, accord- 
ing to Mr. Abrams. The designer 


|is working out practical applications 


| 


which will be in keeping with the 
more recent developments of the 
industry. 


“While the Loewy organization is | 


| kept well informed of the many 
new materials and techniques which 
may be employed in postwar radio- 
electronics design and production,” 
Mr. Abrams said, “they are in every 
way realistic with respect to the 
needs for rapid reconversion and 
retooling in the radio business, 
when the go-ahead is given for 
civilian operations.” 


Golden Joins WPAT 


Dave Golden has deen’ appointed | ucts, 
publicity | 
director for Station WPAT, Pater-| Varney Company, 


continuity writer and 


son, N. J. 


NIIC CHIEFS 


Directing the advertising and public re- 
lations program of the. National Indus- 
trial Information Committee announced 
at the NAM's War Congress (AA, Dec. 
13), are, left, James S. Adams, president 


of Standard Brands, chairman of the 

NIIC program committee, and C. E. 

Harrison Jr., executive director of the 

NIIC governing board, who will direct 
the program. 


Two Name Franklin 


Franklin Advertising Service, 
Boston, has been named to handle 
the accounts of two Chicago com- 
|panies, National Fabricated Prod- 
maker of tube sockets and 
electronic equipment, and Gordon 
maker of preci- 


|sion screw machine products. 


One recent Sunday night a 


He had to have a home for his two motherless children 


before he could go back to sea. Could anybody help??? 


Before the half-hour program 


WAM AY, 


was off the air 


j}amendment effective Jan. 16 
|extend the enrichment provision to 


| cakes, 
|also doughnuts, 


‘'WFA Curbs Bakery 
‘Promotion, Extends 
Enrichment Rule 


Washington, D. C., Dec. 15.—The 
War Food Administration has issued 
an order clamping down on baker- 
retailer promotions for baked prod- 
ucts, and at the same time extend- 
ing its flour enrichment regulations 
to require the use of flour fortified 
with minimum food values in all 
commercial bakery products. 

Among the important provisions 
of the order is a clause prohibiting 
the return of bakery products by 
consumers after they have been 
purchased. The order forbids sel- 
lers of bakery products, as well as 
bakers, from furnishing racks, 
stands and other equipment, and 
limits counter display stands to 
24x 18x 18 inches. 


Returns Outlawed 


The provision outlawing “returns” 
was described as a _ conservation 
measure, to alleviate losses for the 
bakers, who formerly diverted re- 
turns to uses other than for human 
consumption or completely wasted 
them. Returns had been a tradi- 
tional practice in the bakery trade, 
and were recently described in a 
Federal Trade Commission report 
on the costs of distribution as a 
major loss item in the trade. 

Enrichment of commercially 
baked white bread has been re- 
quired since last January under 
Food Distribution Order 1. An 
will 


most other types of bread, 
sweet buns, 


coffee 
plain rolls and 
crullers and fried 
cakes. 

Limit Unenriched Use 


Completion of the enrichment 
program for commercially baked 
products leaves only two outlets for 
unenriched flour—home use and 
use in restaurants and hotels. A 
proposal to require enrichment of 
all home-use flour has been circu- 


| lating at the War Food Administra- 


tion for several weeks, and its en- 

actment has been predicted in sev- 

eral government “house organs.” 
Home baked restaurant products 


were originally included in the 
commercially baked enrichment 
order, but were later eliminated. It 


is believed the restaurants may 
come under the home flour order 
when it is eventually issued, cutting 
off the last possible market for un- 
enriched flour. 

Enrichment of flour by the addi- 
tion of important food values has 
been advanced as a wartime neces- 
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Music Hall on NBC 


After a year’s absence from h¢ 
air, the Radio City Music Hall a. 
returned to NBC. The progr 
|presents a half-hour of mus «a! 
variety, featuring the Radio ( 
Music Hall symphony orchestra | »q 
distinguished soloists, heard Frida |: 
from 11:30 to 12 midnight, E\7 
The show was carried by NBC 
ten consecutive years. 


or 


Cut Page ‘Sizes 


Outdoorsman and Popular Ho: ,°- 
craft, Chicago, will reduce ti eijy 
standard advertising page and  o}- 
umn size for complete plates from 
10-3/16 to 10 inches, starting with 
the March-April issue for the for. 
mer and the February issue for the 
latter. 


Taylor Leaving CPRB 

E. P. Taylor, president of Cana- 
dian Breweries, Orange Crush, and 
other companies, has _ resigned. 
effective Jan. 1, as Canadian deputy 
member on the Combined Produc. 
tion and Resources Board, to which 


he was appointed in November. 
1942. 


Tolleson to NBC 


Walter G. Tolleson, formerly o{ 
the local sales staff of KPO, San 
Francisco, has joined NBC’s net- 
work sales department, San Fran- 
cisco, succeeding Earl Mitchell who 
has resigned to enter business fo 
himself. 


Prints ‘Proctor News’ 


“Proctor News,” an _ eight-pag 
house organ, has just been issued 
by the machinery and electrical di- 
visions of Proctor & Schwartz, Inc 
Philadelphia. It is the company’ 
| first venture into the employe maga- 
zine field. 


‘ned @ Tug for 
Your Soles Purse 
Strings - - - 
Be Market Wise 
Sell to the Booming 
Diesel Industry 


Send for Free Copy 


KPO telephones 


| sity to insure a balanced diet under 
CED SED SED were swamped a | food shortage conditions. Actual 


lenrichment involves only minor 


Edited by REX W. WADMAN 


Wires poured in. Letters came in an unending stream for days. 
In all, 105 cities and towns in 7 states were heard from and 
605 homes were offered! Not bad when you remember that all 
these people wanted to give something, not to get something. 


.. proving that the KPO audi- L GY. 


“4, DOES 


ence 1s there listening, day after day, night 
after night, all over the great Central 


Pacific Coast market —— => “i ‘ gl . 
OVER 8,000,000 
people in CKLW' $ pri- 
mary market .. . and their buying power is shov- 
ing sales records in the DETROIT AREA to new 
: highs . . . while CKLW is making new records in 
P se time-sales to happy time-buyers. In ‘44, put your 
budget on a winner! Our big 22-hour daily 
schedule, at 800 kc., is packing ‘em in! 
4 
=. Union Guardian 
z Building, Detroit 
pny SAN FRANCISCO The only 50,000-watt 
Z REPRESENTED BY NBC SPOT SALES OFFICES station west of Salt 
S New York . Chicago ° San Francisco . Boston Lake, north of Los An 
SSNS Cleveland ° Denver . Washington “ Nemywees geles, south of Seattle 
THE NATIONAL BROADCASTING COMPANY ~ A SERVICE OF THE RADIO CORPORATION OF AMERICA and east of Moscow 


costs, 
ceilings. The programs are 


sup- 
ported by the baking industry. 


and is compensated by OPA | 


ce DIESEL PROGRESS oi 


2 WEST 45¢h STREET. NEW YORK NEW YORK 
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re P t N. Y. Media Men Elect : h | the course in communications at the 
reasury ultsS Admen in t e | technical training command school, ’ 
Nn ‘he _ C Tveter President | Yale University. He was called 1 
ll ha J rucks, ars Up | TT. Norman Tveter of Erwin, Arraed Forces for active duty as an aviation cadet | 1 
Yr ° sts | Wasey & Co., has been elected presi- last May. The Record! 
us'ca for Civilian Sale ident for 1944 of the New York! a | =6Warren F. Randolph, industrial 
( a , Media Men’s Association. Joe Bur-| Forrest “Frosty” Blair, formerly copywriter at Beaumont, Heller & For the week end- 
‘a and W ashington, D. C., Dec. 14.—One |land, retiring president, becomes| regional sales executive for stations| Sperling, Inc., Reading, Pa., has «= gg ind rt PO es 
rid the first large sales of military | chairman of the board. |'KFAB and KFOH, Lincoln, Neb.,| been given a leave of absence to| the National Spot 
EWT amodities useful in the civilian | Other officers elected are: Robert! and KOIL, Omaha, is now on active | enter the Marine Corps. | quarter-hours 
IC fo nomy will take place within the|/ BR. White, William Esty & Co., first|duty with the Seabees as petty of- — sroateast by She 
t few weeks when the Treasury vice-president; E. A. Elliott, Camp-| ficer, 2nd class. His post has been! Tells Goodyearite Uses | radio stations were 
curement division offers more bell-Ewald Company, second vice-| taken over by R. L. Stufflebam, for- | Uses of Goodyearite. a new as- rast by 
n 10,000 commercial type trucks | president: Ray Huhta, Kenyon &|merly of the Des Moines Register| pestos sheet packing product manu- misled i ee 
: other vehicles. o | Eckhardt, secretary; and D. M. Gor-|and Tribune, who will make his factured by Goodyear Tire & Rub-| year’s claims: they 
10 1e- the trucks are of 1939 and earlier don, Ruthrauff & Ryan, sergeant at| headquarters at KFAB, new loca- ber Company of Canada. New| are as out of date 
i yi yn ag gpon: Ras geen 7 arms. tion of the regional sales office. Toronto, will be featured in adver- a. Manassas be 
, ol shes in the roa “i moet of le.« ee ae Jerome B. Harrison, senior ac- | tisements in financial papers and na- 
. with ch are in operating condition, Joins Advertising Ranks count executive for Columbia’s key tional and business publications. | W s G A! 
e for. e are 989 new 1942 model pas-| ABC Packaging Machine Com-| ‘Station, WABC, New York, has been | J. J. Gibbons Ltd., Toronto, is the 
or the yer cars and 50 new motor-| pany, Quincy, IIl., will start its first tg rence h Sea Asay an | agency. ; Hiah Pewer and 
es, schedule of advertising in several) the Navy, and has reported for duty Popularity 
1e passenger cars became sur-| January issues of ones i publica-| at Princeton, N. J. Dodge Promotes Morgan 610 on the dial 
as a result of a lower percent-| tions. Mace Advertising Agency, Harold McGann, who covered the T. Oliver Morgan, Chicago dis- Call Headley-Reed 
Cana- i materia) eye than = Peoria, Ill., handles the account. Brooklyn and Long Island territory ee ee ee New | : 
n, and ee ee yo Pend nd me Rae for Shulton, Inc., has been inducted York ‘jae sda tained aemmmed bene: 
igned, left on the Army’s hands when | Patterson in New Post into the Army. . | ager of the company’s home owners’ 
leputy Allied lend-lease requirements were| Richard A. Patterson, formerly) Wells Barnett Jr., sales service | catalogs division. He will also serve 
eo back. with the Chicago Herald-American | Manager of Station WLS, Chicago,| as executive assistant to Irving W. 
‘whien Under standard War Department| and Daily News, has joined the ad-| before enlisting in the Army air] Hadsell, vice-president in charge of 
*mber, edure, the Army sells nothing | vertising staff of Power Plant Engi-| forces, has been commissioned aj|the construction news division in 
directly into civilian channels. Ser- | neering, Chicago. second lieutenant, having completed New York. 
viceable vehicles are turned over to | 
the Treasury procurement division | 
rly of where they are first offered to other | . — 
) i federal agencies, and then sold to)! 
ner y the public. 
hen. Prospective buyers may obtain 
1] ce information on the location, price 
ss ft and terms of sale of the equipment‘ 
sbi at any of the 11 regional offices of 
the Treasury division or at any ODT 
regional or district office. Buyers | 
iave already been warned by ODT 
t-page that they must have an ODT cer- 
Leenad ficate of war necessity in order to 
ral di- purchase gasoline for the vehicles. 
z, Inc P 
pany’: | Andrews in New Post 
maga- E. O. Andrews, sales manager of 


the Midway Chemical Company, 
New York, for the past 12 years, 
has been named manager of the| 
household products division of | 
R. M. Hollingshead Corporation, | 
Camden, N. J., maker of waxes 
polishes, cleaners and insecticides. 


Atkinson to Emerson 
E. W. Atkinson, assistant adver- | 


tising manager in charge of the pro- | 
g tor fessional and drug store surgical 
Purse dressings division of Bauer & Black, | 
Chicago, for the past three years, 
has resigned to join the sales de- 
Vise partment of Emerson Drug Com- 
ooming pany, Baltimore. 
Justry —_—_—_—_——_ 
ties Barnum Returns to R & R 


Merritt W. Barnum, deputy chief | 
of the OWI radio bureau in charge | 
of the New York office, has resigned | 
to return to the radio department | 
of Ruthrauff & Ryan. George R. 
Ludlum, in charge of special assign- 
ments for the radio bureau, will 
take over the additional duties of 
deputy chief in charge of the New 
York office. 


Van Petten Promoted 

H. E. Van Petten has been named | 
manager of the B. F. Goodrich 
Company’s advertising division, Ak- 
ron, O., and will direct tire adver- 
Using in addition to continuing in | 
charge of advertising of the com- 
pany’s industrial products and| 
Koroseal. George F. Cozzens, for- 
merly in charge of tire advertising, 

joined the Army. 
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| Christmas by proxy 


It’s a strange paradox thatso many _ house inorder” forhim. Itmightbe city of homes. And The Evening 
Bulletin is more than ordinarily a 
newspaper of the home. Its circula- 


tion is in excess of 600,000, largest 


are spending this Christmas away easier to live in a smaller place. It 


from home because they so much might even be sensible to break up 


ee a oe oe Oe 


like to spend Christmas at home. housekeeping for the duration. But 


° . . eve ir td OS , ire ; ; 
For home, family, a place to hang he wants it this way. And he, along vening newspaper circulation in 


. America. It goes home in the cit 
9 the old battered hat, these as much with thousands of fellow men at ie e DL: y 
: : visa of homes, is read by 4 out of 5 Phila. ; 
| as anything are symbolic of freedom = arms, is writing these words about . oe . i 
4 ; cnpate ce oll Hg : delphia families, It is the leading ay 
to the average American citizen. now: Have a nice Christmas holiday Philadelphia news paper—has been 
° . . . . : , bs 
a | We see and hear proof of itaround = — Pl be home with you in spirit. the leader for 38 consecutive years, . 
. hd ie a) y a " : . 4 ° : s 
Photo-engravers in Chicago us every day. Typical example: The In a nation of home lovers, Phila- en 


207 North Michigan Ave. bride or mother who is“keepingthe | delphia is more than ordinarily a —_* Buy more War Stamps from your newspaper boy F 
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FRANKLIN 5854 


In Philadelphia — nearly everybody reads The Bulletin é 
ji 
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Warren Heads Tapioca 


Howard P. Warren, formerly vice- 
president and general manager of 
Minute Tapioca Company, Orange, 
Mass., a subsidiary of General 
Foods, has been elected president. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* & THE © & 


JOURNAL-COURIER 
NEW HAVEN, CONN. 


OPA and Vitamin 
‘Companies Reach 


Truce on Prices 


Washington, D. C., Dec. 15. — A 
truce between OPA and 13 large 
| vitamin packaging firms that chal- 
|lenged a proposed ceiling on their 
| product was proclaimed by Price 
Administrator Chester Bowles to- 
day, with a confession that industry 
arguments against a 15% price re- 
duction “may be sound.” 

In announcing his decision to re- 
consider the ceiling, Mr. Bowles ex- 
| plained that the vitamin firms be- 
lieved the 15% price cut has in fact 
taken place when increases in vita- 
min potency are given proper con- 
sideration. 

Competitive conditions within this 
particular industry are such, the 
vitamin industry had asserted, that 
the customer will receive increased 
potency values or further reduced 
prices, if the possibility of a com- 
pulsory price reduction were elimi- 
nated. 

Mr. Bowles said there would be 
further study of this industry con- 
tention, ‘“‘which may be sound.” He 
added that “any further reduction 
in prices or increases in potencies 
made by the industry itself will be 
given full weight in consideration 
of the problem.” . 

The truce was based entirely on 
the facts of the pricing situation, 
Mr. Bowles said, and did not in- 


volve legal issues raised when the 
vitamin firms asserted in district 
court here that OPA has no right to 
issue price ceilings that reduce 
prices below those prevailing in Oc- 
tober, 1941, when the price control 
act was passed. 


Alter Gets Crosley Outlet 


The Crosley Corporation, Cincin- 
nati, in line with its announced pol- 


icy to handle postwar distribution | 


of civilian products largely through 
independent distributors, has sold 
its Chicago factory branch to the 
Harry Alter Company. The latter 
company, starting Jan. 2, will serve 
as the Crosley wholesale outlet in 
Chicago. 


Sgt. Stinson ‘Missing’ 
Marine Sgt. Robert W. S. Stinson, 
formerly assistant to the public re- 
lations director of The Saturday 
Evening Post and with the publicity 
staff of N. W. Ayer & Son, Philadel- 
phia, has been reported missing in 
action in the South Pacific area. 


Distributes Leaflets 


American Viscose Corporation, 
New York, is distributing a series of 
leaflets which have been prepared 
to give consumers and retailers 
basic information about rayon and 
how to care for rayon garments to 
obtain maximum serviceability. 


Why Snub Croesus? 


I. People living in the Granite State are in a position to buy 
what you can sell. 
2. The Manchester Union Leader reaches one out of every 


three New Hampshire families. 


38. This is your market...nearly half a million strong. 


4. When you think of New England, think of the 


Manchester Union Leader 


NATIONALLY REPRESENTED BY GEORGE A. McDEVITT COMPANY 


NEW YORK 


CHICAGO - 


DETROIT + 


PHILADELPHIA s+ 


CLEVELAND 


Advertising Age, December 20, 15 


Charles M. Burgess, pres. of Burgess-Norton, Geneva, IIl., has be: 
appointed by Gov. Dwight Green as one of five members of the high 
education survey commission, which will study facilities and resource: 
.. George C, Biggar, administrative assistant to the general manager 
Station WLW, Cincinnati, has returned to the U. S. after a tour 
Great Britain at the invitation of the British Ministry of Information. 

Maj. Harold A. Patterson of the Army air forces, formerly in t 
Chicago office of Crowell-Collier, recently qualified as expert pis‘ | 
shot with one of the highest scores ever made on the Sioux Falls, S. 1, 
pistol range. . . Peter Schauble, v.p. in charge of publ. rel. of the 
Pennsylvania Bell Tel. Co., and pres. of the Poor Richard Club, w || 
present the club’s gold medal of achievement to Gen. Henry H. Arno'4, 
chief of the Army air forces, at the annual dinner Jan. 17... 

Adrien J. Falk, v.p. and g.m. of S&W Fine Foods, has been elect:d 
pres. of the San Francisco Chamber of Commerce for 1944. . . 

Latest civic beneficence of the Omaha World-Herald and of Henry 
Doorly, its publisher, is the gift of $115,000—$100,000 by the paper 
itself and $15,000 by individual stockholders—for establishment of a 
children’s hospital, with at least 40% of its beds maintained for 
children whose parents are unable to pay... 


NBC CHIEFS AT THE FRONT 


Walking uphill, preceded by Lt. Gen. Mark W. Clark, commanding general of 
the 5th Army, are Niles Trammell, president of NBC, and John F. Royal, vice- 
president of the network, (bare-headed), during their recent tour of the battle- 
fronts, which took them to Algiers, Bizerte, Salerno and other late headline war 


sectors. 


Soon to be bride and bridegroom are Barbara Pierce, daughter of 
Marvin Pierce, exec. v.p. of McCall Corporation, and Ensign George 
Herbert Walker Bush, Naval Air Arm... In Buffalo, at an afternoon 
ceremony, Edward H. Butler, editor and publisher of the Buffalo News, 
gave his daughter Kate, in marriage to Lieut. James H. Righter, 
USNR... 

Appropriately enough, Eugenia Tanase, who works on the DeBeers 
Consolidated Mines acct. at N. W. Ayer & Son, received a “honey” of 
an engagement ring from her betrothed, Midshipman George H. Van 
Tassel, USNR. ...A play entitled “European Plan,” dealing with 
fascism’s impact on western farm life, has recently been completed 
by John Hutchens, radio editor of the New York Times and Benson 
Inge, publicity chief of the Ted Bates agency... 

It’s L. L. Callaway Jr. (not Gallaway) who’s just teamed up with 
other Admen in the Armed Forces. Mr. Callaway, ad. mgr. of Time 
International, has joined the Navy... 

Bedded with pneumonia: Mrs. Viola Burns, audition director for 
Young & Rubicam. . . Recently out with colds: Bob Colwell of J. Walter 
Thompson Co, and Bill Tuttle, of Ruthrauff & Ryan’s radio dept. 
Dick Kunstman, recently named trade news editor for the Mutual 
Broadcasting System, reports for induction Dec. 20... 

First prize, $100 in war bonds, in Parade’s readership contest, went 
to L. P. Moyer, ad mgr. of General Electric Lamp Dept. in Cleveland. 
Required to rank 15 Parade stories in correct order for readership, the 
adman placed 11 in their proper order. Second and third awards, 
$50 in war bonds, went to Catherine M. Chille, Lever Bros., Cam- 
bridge, Mass., and Charles H. Butler, of Stockton, West, Burkhart, Cin- 
cinnati. . . 

All employes of Fawcett Publications now serving with the armed 
forces will receive a war bond as a Christmas present, it was a”- 
nounced by W. H. Fawcett Jr., president. Bonds of $25, $50 and $10 
denominations will be given each employe, dependent on length of 
service with the organization before joining the colors... 

At the Detroit Adcraft Club’s observance of its 38th anniversary, 
Campbell-Ewald’s pres., Henry T. Ewald, a charter member, was ©" 
hand to do some reminiscing. At the same celebration, Joseph E. Mil s, 
a past pres. of the club, who is retiring after 29 years as publ. d°. 
of J. L. Hudson Co., was presented with a testimonial script and | & 
membership. . . 

George W. Kleiser, pres. of Foster & Kleiser, San Francisco, h.s 
been named chm. of the Pacific Coast Advertising Commission. 
Lt. Ward Ingrim of the Army air forces, former local sls. mgr. of St 
tion KFRC, dropped in unexpectedly not long ago to visit his o 4 
stamping ground... 

A grandpop for the second time: William J. Moll, of Gey«’, 
Cornell & Newell, New Yurk. This time his son’s wife had a girl; t 
first one was a boy... 

Following the premiere over the Blue Net of its “Radio Hall |! 
Fame,” Philco Corp. marked the event with a dinner-dance in t © 
Hotel Plaza, New York, with company execs and their families comi’ 2 
in from Philadelphia to attend the function. James H. Carmine, v.p. ° 
charge of advertising, welcomed the impressive studio audience to t 
broadcast. John Ballantyne, head of Philco, was present at the broadca ' 
and dinner. Courtney Pitt, pub. relations dir., kept things hummi' g 
along nicely to the very end of the party. At the Ritz Theater, whic. 
the Blue Network has leased to accommodate studio audiences, Fd 
Kobak, exec. v.p., was seen all over the place scrutinizing the nev 
home of WJZ. Almost unnoticed, Edward J. Noble, owner of t! 
Blue, stepped off the elevator leading to the Plaza’s grand ballroo: 
Mark Woods was there, and other Blue execs. . . 
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Private Lines 


jig campaign to explain the 
ity for gasoline rationing, and 
ell” compliance, automobile 
vation and car sharing has 
leveloped by OWI for PAW, 
nd OPA. Now in final stages 
yaration, it will begin in Jan- 
nd run at least four months. 
a * 

Treasury procurement di- 

is currently at work on an in- 


dexing system which will provide a 
basic inventory of all property 
owned by the government. This in- 
ventory would provide one agency 
with a complete list of federally 
owned property, something which 
has never before been accomplished. 
* a 

The Army and Navy are not wor- 
ried about possible action of the 
Comptroller General to change the 
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DAYTON RETAIL 


SALES: 


¥Y %o in 3 years 
200% in 10 years 


Dayton earners are Dayton spenders. They're buying War Bonds, 
and homes, and spending in the stores. Dayton’s importance today 
... and in the future ...is Three-Fold... Agric«ltural, Industrial, 
and Military. 


LAST 3 LAST 10 
ABC YEARS YEARS 
CITY ZONE 1943 (EST.) GROWTH GROWTH 
POPULATION +288,119 19% 28% 
FAMILIES $90,059 19% 28% 
EMPLOYMENT 69,000 42% 124% 
PAYROLLS* $216,000,000 114% 244%, 
RETAIL SALES $234,000,000 99% 200% 
*Industrial only (total county payrolls $400,000,000) 


+ War Ration Book No. 2 Registrations 


THE DAYTON (OHIO) 


JOURNAL-HERALD 


Morning ¢ Evening © Sunday — Dayton’s Largest Daily Circulation 
Nationally Represented by The Geo. A. McDevitt Co. 


war-contract accounting practice by 
eliminating the specific inclusion of 
trade and technical advertising as a 
legitimate item of expense. If any 
such action is taken, Army and 
Navy will probably write a specific 
advertising clause into their con- 
tracts. 
* & * 

Postwar competition in the elec- 
tric appliance field is expected to be 
especially fierce, not so much be- 
cause of the entry of newcomers like 
Kaiser into the field but because of 
the extension of lines by manufac- 
turers who have heretofore made 
only one or two appliances. For 
example, Hoover, which has been 
content with its leading role in the 
vacuum cleaner field, is reported 
readying a complete postwar line of 
home appliances. 

* * oF 

A four-fold advertising program, 
calling for the largest advertising 
budget in its history, is being 
mapped by Waterbury Clock Com- 
pany, waiting only on easing of 
military requirements and a turn to 
manufacture of consumer products. 
The four-point program, to be 
launched through Maxon, Inc., will 
(1) play up the company’s recently 
adopted name, United States Time 
Corporation; (2) promote Water- 
bury clocks; (3) get Ingersoll 
watches back in the limelight; and 
(4) give emphasis to a new line of 
postwar products developed by the 
company’s research department. 


Adopts New Trim Size 

Effective with February issues all 
publications of Business Publishers 
International Corporation, New 
York, affiliated with McGraw-Hill 
Publishing Company and Chilton 
Company, will adopt a new trim 
size, 8xll inches. Type page will 
continue to be 7x10 inches. 


Douglas to ‘Collier's’ 


Jane H. Douglas, formerly copy 
director of Harry J. Wendland Ad- 
vertising Agency, Los Angeles, has 
joined the promotion department of 
Collier’s, New York. 


Owl Drug Promotion 

A. F. Anderson, general sales 
manager of the Owl Drug Company, 
San Francisco, has been named 
vice-president. 
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Names Kight Agency 


Kight Advertising Company, Co- MAILING SERVICE 


lumbus, O., has been named to 
handle the advertising of National 
Electric Coil Company, Columbus 
and Bluefield, W. Va. Trade pub- 
lications and direct mail will be| THE LETTER SHOP, Inc. 


used. 431 S. Dearborn St., Chicago Wahb. 8655 


Multigraphing — Filling - in 
Addressing —Mimeographing 


Your PRODUCT 
couldn't be in | 
BETTER COMPANY 


When it comes to the home, Central New England women 
think of Mildred Bailey as a housewife after their own heart on 
her “Afternoon Journal’! She talks their language about doz- 
ens of household problems in housewise terms. In the homes of 
the industrially prosperous WTAG audience, many a product 
has been admitted under her banner. 

Mildred Bailey is a housewife by profession. Articles and 
services gain audience acceptance on her radio program 
because she knows their qualities from actual experience and 
usage. If you want to place your product in good company, 
ask us for the full story of advertisers who have discovered 


how true this is. 
ye BASIC 
COLUMBIA 


PAUL H. RAYMER CO. 
National Sales 
Representatives 


Associated with the 
Worcester 
Telegram-Gazette 
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in their competition with drug stores 
in drug items. One national food 
chain, he said, already has 150 drug 


Honneus Joins ‘Time’ “Soft Goods’ Have 
William Stone Honneus, formerlv 


Philadelphia representative of Life, | Widened Channels items on sale. 


has been named advertising man- 


ager of the international editi f Cr : . oe 
Time, New You ‘onal editions of Of Distribution ‘Science’ Again Bi-Monthly 


New York, Dec. 15.—Wartime de-| Science and Mechanics, Chicago, 
velopments have altered prewar re-| granted an adjustment in its paper 
lationships between groups of dis-| tonnage allotment by the WPB, will 
'tributors and new channels of dis-| resume its bi-monthly publishing 
tribution have been opened to “soft | schedule in 1944, printing six issues 
goods,” Victor Lebow, sales and| instead of four. Cover dates will 
promotion manager, Chester H.| be February, April, June, August, 
| Roth Company, hosiery mill agent, October and December. 
asserted here last week at a meet- —_——- 


ing of the merchandising group of 


J u nt... the American Marketing rou of | To Launch Campaign 
TAKE | tion. The Savings and Loan Associa- 


| tions of Queens County, New York, 
Observations Show Set-up |has planned a county-wide, coop- 


| ~* tet 
| ; , _ Je. ad erative advertising program for 
NEW HAVEN |, Recounting his observations fol- 1944, with opening insertions to ap- 


lowing a recent nationwide trip, Mr. | pear in local newspapers 


| Lebow said that wartime conditions | aes on ely “Pactesese 
The Register is rated* the | had stepped up the pace of two fac- | NJ. pre ny epee Newark, 
7th test market in the U. S. tors in distribution that were in evi- | . 


. | dence before Pearl Harbor. These! e e P 
—2nd in Now England. With | two factors are: Lamb Joins ‘SEP 


If it’s 


@ minimum cost you reach | 1. The struggle between outlets} Frederic H. Lamb, formerly with 
urban and suburban popula- | for fast-moving products, culminat-| The American Weekly and the New 
ton. ing in such new _ merchandising| york Times’ advertising depart- 


| twists as the handling of vitamin| ment, has joined the Cleveland staff 
_products by supermarkets and the| of The Saturday Evening Post. 

| addition of both men’s and women’s cia 
hosiery by drug chains, supermar- 
| kets, auto pausaners stores, a. Johnston to Arndt 

rf 2. Competition between different James N. Johnston, formerly in 
types of outlets on the basis of their| the promotion department of SKF 
minimum markup requirements. An | Industries, Philadelphia, has joined 
example of this would be the lower! John Falkner Arndt & Co., Phila- 
markup required by supermarkets | delphia, as an industrial copywriter. 


"independent Survey of Providence Bulletio 


“As Long As Our 

Boys Need Food — 
They'll Get It — 

Plenty of Good, Honest 
Fighting Food!’ 


SAYS BEN HOOK, 
SILVER LAKE, KANSAS 


Throughout America's history, 
particularly in times of war the 
American Farmer has always 
been counted upon to do his share 
and more. Today is no exception, 
farmers like Ben Hook of Silver 
Lake, Kansas, are working night 
and day upon the vital food pro- 
duction front. 


KANSAS FARMER is proud to 
know that Ben Hook, who raises 
hundreds of purebred Durocs, and 
thousands of other Sunflower 
State farmers rely upon the help- 
ful practical editoria! guidance 
of KANSAS FARMER. 


In addition to Ben Hook, some 
two hundred eighty-five other 
Kansas Livestock raisers use the 
advertising columns of KANSAS 
FARMER for their own sales mes- 
sages. 


KANSAS FARMER is the result 
producing state farm publication 
geared to the needs of Kansas 
agriculture and it can present 
your sales story effectively and 
economically into over one hun- 
dred thousand farm homes. 


Upper—Ben Hook in a characteristic pose; lower—A few 
of his purebred Durocs which he sells through the col- 
umns of KANSAS FARMER 


—Photos, courtesy Staley Milling Co., Kansas City. 
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Advertising Age, December 20 lod 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. Terms 
cash with order. All other classifications (single insertion 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


HELP WANTED  __s} 

George Williams | 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions FOR SOMEONE ON THE WA) Up 
209 S. State St. _ Chicago, me ry P 
. la 

PUBLISHER’S ASSISTANT—for ex-| man 
panding TEXAS firm. Must be under | and 
13; understand agency production; ca- 
pable of laying out and managing 


HELP WANTED 


A RARE AGENCY OPPORTL \ pry 


“someone” 
or woman, 


should be 
enthusiastic, 
versatile. Should hay: 
agency experience or its eq 
Must be able to write pote 


high grade trade magazine and help-|and have working knowledge: 4 
ing on new consumer magazine in|/duction and layout. The ag \ 
same field. For past 8 years list all|sjituated in a Midwest city. i! 
positions held, duties performed, sal-| conditions are exceptional { 
aries received, names and addresses of vertising is a green pasture 

| 


superiors. State work most proficient 
in, including any other desirable (not | 
essential) ability or experience in ad 
layouts, selling, editing, 
farming, gardening, 


new agency with substantia! ie 
and already going places, fast RB 
salary and participating array 
photography, for the right person. Tell a a 
writing farm |yourself in your first letter. 


copy. Include close-up snapshot and Box 4470, ADVERTISING AG} : 
copies of any testimonials. SOUTH- 100 E. Ohio St., Chicago, 11 _ ' 
ERN SEEDSMAN, San Antonio, 5, { 
Texas, 


- . . POSITIONS OPEN 

We specialize in advertising I 
ARTISTS nel, male and female. Positi« 

P ees . : available with avert 
Creative Division of one of the largest | publishers and in radio. Tran 
rrinting and Industrial Direct Mail|e¢onfidential. No Bai mad ation 
Organizations in Ohio desires contact FRED MASTERSON 


|with artists interested in making Sinclair Masterson Personnel ] 
new connection. Studio located in) 310 S. Michigan Avenue, Chicago, | 
Cleveland. New men to augment — 


|for reproduction 


present personnel. Require top-notch 
visualizer and men experienced in all 
round studio work; lettering, illus- 
trating and preparation of finished pe 
Company has “Es- |} 
sential Industry” rating and well es- ceptional ionte ee po) one 
tablished post-war business. Addi- tents, ag meng © — hy AtINE coy 
tions to be made in next 30 to 60 ordering ayouts = ao liga 
days. If interested please write giv- ns B J tid «Ripe gee « Rents 
ing full details of experience and sal- bbw on Ping ethan. Ps Sy mg f 
ary requirements. Personal inter-|* “haan a : 
heen oar 5 aati wand ne alifie Box 4471, ADVERTISING AGI 
mat Bs be arranged With qualines 330 W. 42nd St. New York City 
Box 4467, ADVERTISING AGE | Fifteen years Mail Order and Publis 
100 KE. Ohio St., Chicago, 11 ing experience. Stenography, Cat 
proof-reading, Inventory Recor 
~| Complete office detail A-1 reference 
INDUSTRIAL COPYWRITER, Some- Box 4468. ADVERTISING AGI 
where there is a man who is mechani- 100 E. Ohio St., Chicago, 11 
cally and analytically minded enough | ~ Secretary-Copy writer 
to sense the advantage of a product} po you need a competent secre 
and put his thoughts into sound,|who can also write copy? 8 year 
forceful English that will do a sell- experience in leading agency as 
ing job To such a man, this fast-|retary to copywriters and major ex 
growing agency offers an exceptional|utives. Writing exp. Now empl 


POSITIONS WANTED 
Business Paper Editor is seeking 
permanent position 


with establi 
New York publisher. Six years of 


opportunity to work on interesting |Desire combination position ever 
accounts ...a job with a future, and|ually leading to_ full-time writ 
that not too far distant. Write, giv-| Age 29, college education, single 
inw age, draft status, and minimum Box 4450, ADVERTISING AGI 
salary. 100 KE. Ohio St., Chicago, 11 


Box 4469, 
100 FE. 


ADVERTISING AGE sare aan Oy an 
Ohio St., Chicago, 11 MISCELLANEOUS 
Do you have clients who wish > 
ADVERTISING ARTIST, Established, |PTOve their Relations with Top 
growing, creative advertising-print- | #aement? Our Newsletter wil 
ing plant wants artist for permanent | read by all officials om Ovecy Sim 
job with advancement opportunities | "@SS8 receiving It. Proven accepta 
(not temporary draftee replacement). | VUPCn oe ene on nationa 
Man should be draft-exempt; able to|res#ional basis, a - 
do lettering and finished pt for re-|,, Box 1454, ADV ERTISING AGI 
production. Creative layout and de-| 330 W 42nd St., New York Cit 
sign ability also an advantage. Con-|Order “Krom-a-Tone” post cards t 
genial working conditions Send | day Newest, most economical! 
samples and state salary required. to display any product. Sample 
STEWART-SIMMONS COMPANY prices on request. Graphic Arts PI 
Waterloo, Iowa 'Service, Box 365, Hamilton, O} 


Largest Available Circulation 
to Army Personnel 


Have You Something 
to Tell or Sell 


Army Personnel 


im 194492 


You can contract now (until January 
1, 1944) for 1944 circulation at 
present advertising rates. Our circu- 
lation doubled in 1943. We expect it 
to double again in 1944. 


ARMY TIMES 


DAILY NEWS BUILDING * WASHINGTON 5, D. ¢ 


Advertising Representatives 
George T. Hopewell, 101 Park Ave., New York, N. Y. (Tel. Lexington 2-375 
H. B. France, 549 W. Randolph St.. Chicago, Ill. (Tel. State 9564) 
Mitchell, 80 Boylston St., Boston, Mass. (Tel. Hancock 5066 
Third St., San Francisco, Calif. (Tel. Garfield 6740); 445 
Michigan Seattle, Was 


9 


Lawrence 

wae D. Close, Inc.. 5 

Los Angeles, Calif. (Tel 
iott 1769) 


1269); 858 Empire Bidg., 
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Advertising Age, December 20, 1943 


Cross Hauling 
Bans Denounced 
by Senate Group 


Voluntary Campaigns 
Might Achieve Results, 
Committee Finds 


Washington, D. C., Dec. 16.—War- 
time restrictions on the cross haul- 
ing of merchandise, a_ potential 
threat to national sales organizations 
and national advertising, were 
roundly denounced by the Truman 
committee of the Senate today in a 
report advocating immediate steps 
by WPB and other agencies to pro- 
vide new equipment for the main- 
tenance of the nation’s transporta- 
tion system. 

Experimental compulsory cross 
hauling rules already levied on the 
movement of cement have been a 
complete failure, the committee said, 
recommending far more extensive 
study before any cross hauling regu- 
lations are issued. 

“The difficulties surrounding this 
subject are such,” the committee 
commented, “that it would be much 
better to make increased efforts to 
expand and improve the facilities of 
the railroads rather than attempt to 
cope with the situation by cumber- 
some artificial restrictions.” 


Urges Voluntary Action 


The Truman committee conceded 
that cross hauling should be held to 
a minimum, but suggested voluntary 
action by shippers and _ transport 
agencies as a more workable solu- 
tion. It pointed to an effort re- 
cently promoted by ODT in coop- 
eration with WPB and the War 
Food Administration as a more sat- 
isfactory approach. 

Under this arrangement, ODT re- 
cently supplied the War Food Ad- 
ministration with information on 
the probable shipping situation for 
food during 1944. Working through 
its industry advisory committees, 
WFA asked each packer to submit 
schedules reducing over-all ton re- 
quirements by 10%. 

Cross hauling, which involves 
moving an article from the point 
where it is produced to a _ point 
where it is consumed, is attacked 
s wasteful if that article or a sim- 
ilar one can be obtained near the 
point of consumption. Opposition to 
t is based on the maxim that we 
should not “carry coals to New- 
castle.” 

The process was encouraged in 
the United States, however, by an 
excellent transportation system 
which made distant markets readily 
accessible. In addition, the commit- 
tee pointed out, nationwide adver- 
tising in magazines, newspapers, ra- 
dio and outdoor played a_ great 
part. 

This free use of transportation re- 
sulted in a high degree of speciali- 
zation so that from the raw material 
Stage to delivery of the final prod- 
uct, a complicated and _ intricate 
maze of back-and-forth movement 
has developed. 

In drawing up its limitation on 
the movement of cement, WPB es- 
tablished 93 zones, prohibiting the 
movement of cement from one zone 
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JACKSON © 
- MIESSISSIPPIE 


Metropolitan 


JACKSON 
Should Be Among 
Your “MUST” Markets 
In 1944 


Jackson's ‘‘Metropolitan District," 

> with a population of 124,588° and 
with total annual sales in excess of 
130-million dollars is a ‘‘Must'' Mar- 
ket in the new South. 


WSLI offers you effective coverage 
of this market—at less cost. 


*J. Walter Thompson Research Dept. 


BLUE NETWORK 


"WEED & COMPANY 
NATIONAL REPRESENTATIVES 


to another. Studying operation of 
this order, the committee said its re- 
ports failed to justify the predicted 
saving of 500,000,000 ton miles of 
transportation annually. More im- 
portant, the committee said, it had 
been unable to translate any esti- 
mated savings into terms of scarce 
materials — fewer locomotives or 
freight cars required. 

Artificial barriers in the case of 
cement produced absurd situations, 
the committee found. In one case, 
the order permitted a mill in town 
A to ship to town B, but forbade a 
mill in B to ship to A. In another, 
shipments by established routes 
passed through a city to which ship- 
ments from the mill were prohibited. 
Summarizing its findings on the 
cross hauling experiment, the com- 
mittee declared “the detriment and 
shock to our domestic economy and 
distribution and marketing system 


would, as to many items, outweigh 
the transportation savings. It is pos- 
sible that most of the benefits could 
be obtained by a voluntary cam- 
paign against long hauls.” 


Magazine Readers 
in War-Fewer, 


Older,More Women 


New York, Dec. 15.—Magazine 
audiences in wartime are smaller, 
older and include more women, ac- 
cording to Report No. 7 of the Con- 
tinuing Study of Magazine Audi- 
ences made by the Magazine Audi- 
ence Group and released by Life. 
The study reveals that these changes 
are primarily due to the withdrawal 
of younger men into the armed 
forces, but analyzes other contribut- 


ing factors such as the effects of 
war prosperity, war work, job 
changes and long hours of work. 

Cornelius DuBois, director of re- 
search for Time, Inc., in a preface 
to the report, said the study was 
based -on 11,962 interviews con- 
ducted in 12 different weeks. He 
pointed out that since a war popula- 
tion is temporarily different, many 
of the audience changes are tempo- 
rary. For this reason, he added, 
many detailed tables for use in com- 
parisons have been omitted. 

The disrupting influence of hav- 
ing so many men—who were not 
included in the study—in the armed 
forces is most directly shown in the 
reduced sizes of the audiences. 


Schaeffer in New Post 


G. Ray Schaeffer, formerly adver- 
tising and sales promotion manager 
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of Marshall Field & Co.’s retail 
store, Chicago, has been named di- 
rector of merchants’ services for the 
company. 


DONT MUTILATE é 


YOUR MAGAZINES 


When business papers and general 
magazines come into your orgoniza- 
tion don't cut them up. Route them to 
all departments and then use our 
service to handle your clipping work. 
Booklet No. 20, “How Business Uses 

Clippings” tells how we do it. 


BACON’S CLIPPING BUREAU 


PAE eos ke ASE 


221 N. LASALLE ST., CHICAGO 1, ILL. 


“ Do More with 
Less Perplexity 


It was a veteran publisher who wrote: ‘‘If time 
be of all things the most precious, wasting 
time must be the greatest prodigality, since 
lost time is never found again, and what we 
call time enough proves little enough.” 


Benjamin Franklin said that. 
copywriter, by the way. He must have had some 
such coordinated service as is rendered by the 
Eprror & PuBiisHer INTERNATIONA. YEAR Book 
in mind when he added these significant thoughts. 
‘*‘Let us then be up and doing, and 
doing to the purpose: 
shall wedomore with less perplexity.”’ 


He was a superb 


so by diligence 


EDITOR & PUBLISHER 


YEAR BOOK 


Editor & Publisher, Times Tower, Times Square, New York 18, N.Y. 


‘LET US THEN BE UP AND DOING, AND DOING TO THE PURPOSE ...” 


THE YEAR BOOK SAVES TIME in search for facts. 


THE YEAR BOOK is UP and DOING, collecting and sort- 
ing out facts the year through. 


THE YEAR BOOK makes it possible for seekers after 
facts to accomplish more with far less PER- 
PLEXITY. 


The 1944 Issue, bigger and better than its twenty- 
three valuable predecessors, will make its bow 
during what can easily prove to be the most vital 
year in all history. 


Adverising forms close Janucry iSth. 


ard 


ne ee 
ed,” By! . tis 
sen- a 
4 a. Se / 
‘f a ? . 
— “. 
iT! ies a ; 
wu ne 
be ur . ‘ 
Cae Be < mge 
ave Stn ,. yy 
“| ‘ os se 
te : - 
a ri | , ‘ 
ast. B rae 
rar _———____ei i LLL LLL eyo 
al! a ac 
sO, l | : al 
- ~~ " ae 
1 t S - ve oe 
tic t = ier ; oe we 
an ti Y/ > a . “SS ' 
m fee / : — = . N al: 
'N / waa lige i, oe 
| : di 7 Hey: ee a 
_ f Wy Ay” a 
| f A 2 . : 
= 4 } yp TR é‘ Be, 
nning . — We . \ s yan’ os 
rey . | Z shee eg XN \ \ Bs’ m : 
OF int NN ls Oty, > y, : os 
iting r ¢ = \ i" ™ a 
C . >— ‘ y AS i t j i. q 
eCity, | a - ¥ >= &" N) my “ies 
a ee eee eS oe ts 
Ti Publis mY min, 70 \ \y \ ne te 
Recor . : “ 3 ~Z : . es 
refere! Ne = s- “SN a 
'G AGE Beare . & in, 0) eal ~\ Wis laa ‘ : 
Eo. 11 PRE x Ed Me Mi», : 
na sel exe 7 j \ "4 : %,! jy’ / a 
ion ever ; \ty » We . GO ’ ) et Al Bi a 
we 7 F J <4 ’ Y wa =” 
single u/s x v , Ay J p \ iy Ng a an 
‘G AGE Hy), ’ : ae x 4, tel | Ase 7) a 
=o. By, wai : Al AW ff . i. 
5 7 ) Ee way = i j y | — a a is 
> Phi, / iy oe pera: 
\! age & . = ‘ H W 4 4 / | y Re ve \ ie 
__ ‘Ovepea” mye ie 
f Me, , ~ j (' uN ; o : ie v 
ee Mfdffenss ie . e eZ = 7 — 
*k Cit nS m ee hae Gi i Y i sis 
tam & f 7 dhe 4 e oP / a \ ae $ a 
: ™ / N 4e08 “ 4 ; \ j . P” oo 
| — = ce eer 0, all ’ S / / a 
, : ER ct eer a SS y ‘ 4 Y s Bit 
/ = — ‘ Ji , , ‘ Sl 6 / ee 
_* p pai —“ 4 , 
a / ' :, , Z/- a 4 : 
Pa / } Fy Kr 2 Kr Je7 F - ad 
i 4,7 £4 MO Ih A eee aa 
Oy) 2s, Fie) Vea : a 
4 - aor / 7, ; al 
£ y, ‘ Ze -— j fa / f : a 
4 Qe 2? zd Ss mw * 
yy 4 ame 1/)- y" 7q * alle 
7 [ G a? 2 he r 
Y SS WW 7 Pe ; 
* ¢ / f 3 
ms a 
=» oo - 
ee ww 
i e—nenece--.--ve Se | eae 
| . 3 
w | a | 
| 4, | 
an MEDITop & py 
THe 
D. ee VE anes Int eg rae \ 
—— A 
| — BOoK Nena “ “ 
ri qt MBER 
5066) > " 
ee . 
; 445 a 
si ee 4 4 
—_ PCS a 
i x Fie = : ; hess Se io ‘ ; % a ; a f. > = ee i 4 ; 4 : ¢ ae * : ‘ * me . P | : * 4 ; a , , - tae Rs ~ 1 ie Big y” * | : - ’ , A . ‘ , : _ 
_ fs i oF te i 4 . .. a: aa 
i? it 23 <a F ; =, ne > Se Thy ees 


— — «= sacs oS 6 SS 


— 


weeess 2 


42 


Sterling Drug Plans 


Business Paper Drive 


Sterling Drug, New York, will 
begin a new campaign next month 
employing full pages in leading 
drug business papers and two ad- 
vertising publications. 

Scheduled to run _ throughout 
1944, emphasis will be placed on the 
value of trademarks. Thompson- 
Koch, New York, is the agency. 


“WFDF says the nightgowns you 
offer are attractive to the entire 


Flint public.” 


Sorensen Seeks 
$7,000,000 Fund 
for Business Ads 


Chicago, Dec. 16.—A nationwide, 
cooperative advertising campaign, 
underwritten through voluntary 
contributions by business organiza- 
tions all over the country and call- 
ing for an expenditure of $2,000,000, 
is the formula devised by R. A. 
Sorensen, head of Sorensen & Co., 
whereby business would tell the 
public of its role in making possible 
the ordinary, matter-of-fact things 
available to Americans. 

Revolving about the slogan “Bet- 
ter Business Means Better Living,” 
the proposed campaign, which 
would begin next May 10, calls for 
20-line reader-style insertions every 
day in every daily newspaper in the 
country, spot announcements on 
every station, and 24-sheet posters 
which would carry nothing but the 
slogan. Mr. Sorensen told ApDvER- 
TISING AGE that his plan covers a 
six-month period, and said he chose 
May as the starting date because 
political campaigns will be getting 
under way and business+—which is 
bigger than any candidate, party or 
political faction—should be in there 


telling its story to the American 
people. 

Mr. Sorensen has already pre- 
sented his plan to about 20 execu- 
tives in the Midwest and said that 
many have agreed to subscribe to 
the campaign whenever it gets 
under way. Among these, said Mr. 
Sorensen, are Forrest Richards, 
president, National Boulevard Bank, 
Chicago; P. K. Wrigley, president, 
William Wrigley Jr. Company, Chi- 
cago; Donald F. Bowey, president, 
Bowey’s, Inc., New York; and Mrs. 
H. Teller Archibald, owner of the 
Fannie May Candy Shops with 65 
stores throughout the Midwest. 


National Groups Included 


Although the plan calls for spon- 
sorship by every branch of industry, 
details are being submitted to na- 
tional organizations which might be 
impressed enough to underwrite the 
campaign, not alone to tell the story 
of their individual enterprise, but 
of business as a whole. 

Mr. Sorensen has indicated his 
agency will foot the bill for the 
fund-raising aspect of the campaign 
so that all money may be employed 
directly for advertising. Business 
would be reached via direct mail 
and personal contact, and subscrip- 
tions invited on the basis of annual 
volume of business. Mr. Sorensen’s 
agency would place all advertising 
for the campaign. 

According to the Sorensen plan, a 
company doing an annual business 
up to $2,500,000 would be asked to 
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HERE is the only complete and authentic 8mm.- 
16mm. film record of the entire year! Living history 
—filmed as it happened! A blazing record of Amer- 
. on land, sea, and in the skies! Here is 
a moving picture that brings the war as close as your 
a grim, gripping portrayal of the 


ica at war. . 


own heart... 


greatest events of our time! Use this film for bond 
drives, for worker inspiration, for greater produc- 


tion! Obtain it now from the 


nearest photo dealer! 


+. setae Sulttehing Giiealive! * ‘Battle it Italy! 


* Bombs Blast Germany! 


+ Russia’s Might Astounds World! _ 


aah Sete Ceara! . © pereeeehe beans! 


SEE YOUR PHOTO DEALER FOR THIS FILM! 
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World's Largest Distributor of 
8mm. and 16mm. movies 


CASTLE Fi LMS 


RUSS BLDG. 
SAN FRANCISCO 4 


FIELD BLOG. 
CHICAGO 3 


donate $1,000 to the campaign; a 
volume up to $5,000,000 would call 
for a $2,500 subscription; up to 
$10,000,000, a $5,000 sum would be 
asked; to $15,000,000, a company 
would be asked for a $7,500 sub- 
scription, and $10,000 from a com- 
pany doing over that. 

Under this formula, Mr. Soren- 
sen figures that from 700 to 800 
subscribers could be enrolled to 
underwrite the $2,000,000 advertis- 
ing appropriation. 

In addition, the agency head’s 
plan calls for some designated bank 
to handle all subscriptions, with a 
nationally known firm of account- 
ants to record, audit and pay all 
advertising bills and render a state- 
ment of the account to every sub- 
scriber. 


Shows Sample Ads 


Mr. Sorensen has created sample 
advertisements which follow the 
general pattern underlying the cam- 
paign. Typical newspaper adver- 
tisements would be headed “U. S. 
Produces 87% of All Motor Cars;” 
“Americans Great Drinkers of Choc- 
olate Milk;”’ “Our Farms Most 
Highly Electrified;” “American Wo- 
men Best Dressed,” etc. 

The 20-line insertions would then 
briefly tell pertinent facts relating 
to the heading, while all advertise- 
ments would end with the slogan, 
“Better Business Means Better Liv- 
ing.” 

Likewise, radio announcements 
via electrical recordings would con- 
vey the story of business’ contribu- 
tion to the American way of life. 
One of Mr. Sorensen’s sample spot 
announcements says: “Hello, Amer- 
ica! Did you know that we Ameri- 
cans enjoy the finest ice cream 
sodas and more of them than any 
other nation in the world? Our 
great ice cream and soda fountain 
industries have made this possible. 
Remember, America! Better busi- 
ness means better living.” 


Prospective subscribers to the 
campaign are being shown the 
typical newspaper and spot radio 


advertisements, also 18x11 inch re- 
productions of the 24-sheet posters 
bearing the campaign slogan, which 
may be the only identifying theme 
carried in all the advertising, unless 
business adopts some _ additional 
signature once the campaign gets 
the green light. 
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Named Ad ene 


J. E. Duffield 
Jr., with Repub- @& 
lic ’ Aviation Cor- & 
poration, Farm- @ 
ingdale, N. Y.,§ 
since August, 
1942, has been 
named advertis- 
ing manager in 
charge of public 
relations. He will 
continue as 
supervisor of the 
company’s mo- 
om picture de- 
vek 
See tae, «4 & Delleld &. 
formerly with Servel, Inc., in ap 
advertising and sales promotion) 
capacity. 


Par Mfg. Names Kalom 


Par Mfg. Company, Chicago, 
maker of “safety snoods” and work 
clothes for women war workers, has 
placed its account with the Kalom 
Company, Chicago. Business papers 
will be used. Bernadine Pelter, for. 
merly with the Maurice L. Hirsch 
agency, St. Louis, has joined the 
agency’s copy staff. 
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Agencies! Advertisers! 


HELP NEWSPAPERS 
HELP YOU! 


Release 
Jan. Feb. March 
schedules NOW! 
Thanks, 


THE BRANHAM COMPANY 
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Revokes Ban on 
Naval Personnel 
in Advertisements 


Production Information 
Rules Liberalized 

by Censorship Office 
Nashington, D. C., Dec. 14.— 


Closely following the relaxation of 
mony regulations by the Office of 


Censorship, Secretary of the Navy 
Knox has announced that the use 
of Navy personnel in advertising 
will now be permitted, with two im- 


portant provisos. ro 

They are (1) that permission of 
the personnel concerned is obtained, 
and (2) that copy and layout are 
submitted to a district public rela- 
tions officer or to the Navy’s office 
of public relations in Washington 
for review prior to publication. 

The new ruling requires that no 
information held as confidential by 
the Navy be divulged, that the ad- 
vertising constitutes a statement of 
fact with no misleading or other- 
wise objectionable features, that no 
mention is made of the fact that a 
product has undergone or is under- 
going test at the instance of, or 
under the cognizance of, the Navy 
Department, and that there are in- 
cluded no data derived from tests 
made in government laboratories or 
on board Naval vessels. Neither is 
t permitted that any statement be 


made that the product is used by 
the Navy to the exclusion of other | 
similar products. 

Navy insignia and uniforms may | 
be used, providing their “dignity is | 
not compromised.” No objection will 
be made to the use of professional 
models photographed in Naval uni- 
forms, 


May Show Personnel 


Navy personnel may be used in 
advertisements, the new order said, | 
if the action or pose does not reflect | 
discredit upon the Navy or imply 
the products advertised are en- 
dorsed by the Navy to the exclusion 
of other products. Testimonials 
from Navy personnel are not banned 
per se, but the person giving the 
testimonial cannot be specifically 
identified by the use of name, in- 
itials or rank. However, it is per- 
missible to use the expression, “says 
a Navy captain,” etc. 


should be taken to phrase testi- 
monials from Navy personnel so as 
to make clear that the views ex- 
pressed are those of individuals and 
not of the Navy and that names and 
pictures of the personnel shall not 
be used for advertising purposes 
without first obtaining the permis- 
sion of the person involved. 

The Navy revealed that it has a 
considerable number of Kodachrome 
natural color photographs available 
for advertising use. These, like the 
Navy’s black and white selection, 
cover a wide range of subjects. 

So far as practicable, it was said, 
the review of advertising copy by 
Naval authority will be carried out 
by the commandant of the naval 


Did you miss 


VANDERGRIFT 
W.L. BATT 


Choirman of w.P.B8. 
SENATOR 


ELLANDER 


in person on the 


MARCH of TIME 


The new order warned that care | 


district within which the advertis- 
ing company is located. 

In releasing the new codes for 
press and radio last week, the Office 
of Censorship called on publishing 
and broadcasting companies “to re- 
sist unauthorized persons outside 
censorship” who may “seek to vic- 
timize them into over-suppression.” 
Byron Price, director of censorship, 
asserted that censorship will be on 
the downgrade from now on, and 
will probably end entirely when the 
last gun is fired in the war. 

“The Office of Censorship, a civil- 
ian agency, is the only government 
agency authorized by the President 
to request that certain news not be 
published or broadcast,’ Mr. Price 
said. He declared that while the 
Office of Censorship leaves military 
censorship of news overseas in the 
hands of the military, “the codes 


specifically ask that requests from 
others which appear out of harmony 
with the codes be disregarded or 
submitted to this office.” 

A new production clause limits 
restriction to detailed breakdowns 
of the designs, rate of production, 
formulas, processes or experiments 
or existence of secret weapons. Mr. 
Price indicated that radio detection 
devices would still be considered as 
secret devices, while information 
about such weapons as the new 
B-18 bomber, officially removed 
from the secret class by the War 
Department, could be published. 


Restrictions Lifted 


Among the important modifica- 
tions of the censorship code was a 
new clause designed “to make pro- 
duction information an open book.” 
Except for secret designs and crit- 


ical materials, under the new code 
restrictions against nationwide sum - 
maries of war production, progress 
of production, plant details and ca- 
pacity and movements of lend-lease 
material are eliminated. The re- 
stricted list of critical materials is 
reduced by almost a half to permit 
publication of information on alumi- 
num, artificial rubber, zinc, mag- 
nesium, silk, cork, copper, optical 
glass and mercury. 

The program section of the broad- 
caster’s code is unchanged, with all 
present provisions for handling 
quizzes, man -on - the - street pro- 
grams, forums, etc., continued. 


Evans Gets McCray 


McCray Refrigerator Company, 
Kendallville, Ind., maker of com- 
mercial refrigerators, has named 
Evans Associates, Inc., Chicago, to 


43 
handle its advertising. An intensi- 
fied promotional program, with 
additional emphasis on postwar 
marketing, is planned for 1944. 


WHO SAID RADIO 
CAN DO IT? 


If you want to SELL the Negro market you have 
to REACH it effectively and economically 
through their first line media THE NEGRO 
PRESS! Yes, perhaps you are overlooking the 
7 billion dollars spent yearly by American 
Negroes. You'll be surprised at how easy it is 
to cover these spending millions at a very low 
cost. Write today to Interstate United News- 
papers, Inc., 545 Fifth Avenue, New York 17, 
New York and we'll send you some startling, 
profit-revealing facts about this growing field. 
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Agencies and 
Advertisers Study 
Latin America 


(Continued from Page 2) 
over promotion activities is held by 
the home office. Of the nearly 100 
members questioned, only 13 took 
the negative while two said that 
the control was desirable but “not 
completely.” 

Asked, “In order of importance 
what will be our foreign competi- 


ARE YOU SELLING — EFFECTIVELY? 
You should have ve expert counsel 
on bow to teach the growing 


£2 $7 Billion Negro Market. Consult— 


1 OUT OF ° 
DAVID J. SULLIVAN 
Negro Market Organization 
Marketing + Advertising + Research 
545 Fifth Avenue + New York, N.Y 
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~ Powerful i) 
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‘agencies as 


‘article in the newspaper El Mundo, 


tion in postwar world markets?” 
the club’s committee in charge of 
the survey found Great Britain to 
be considered this country’s prin- 
cipal competitor, followed by Ger- 
many, Europe in general, Russia, 
Sweden, Canada, Brazil, Argentina 
and Japan. 

Most of the advertising money 
now in Latin America is being spent 
largely by manufacturers who have 
nothing to sell to consumers during 
wartime. Straight institutional copy 
comprises the majority of the mes- 
sages, which remaind potential cus- 
tomers in the American republics 
why certain products cannot be 
supplied until the war is won. 


Drug Companies Active 


U. S. drug, medicinal and cos- 
metic manufacturers are following 
up the elimination of Axis products 
in South American markets with 
long range advertising and mer- 
chandising activities. 

In its last annual report, Bristol- 
Myers Company disclosed that ad- 
vertising is being continued in those 
markets through publications and 
radio to build international good 
will and simultaneously enhance its 
trademark franchise in Latin Amer- 
ica. 

Carleton H. Palmer, chairman of 
the board, E. R. Squibb & Sons, 
has said it is Squibb’s intention to 
develop its business in Latin Ameri- 
can and other counffries, as well as 
to reopen markets in other export 
fields. For this purpose, Squibb has 
two wholly - owned _ subsidiaries, 
E. R. Squibb & Sons Inter-Ameri- 
can Corporation and E, R. Squibb 
& Sons International Corporation. 

The Inter-American unit is now 
actively engaged in the development 
of Latin American markets, while 
the International company is shap- 
ing business outside of Latin Amer- 
ica. A new subsidiary has been 
formed, E. R. Squibb & Sons de 
Mexico, with headquarters in Mex- 
ico City, which will supply Central 
American countries with Squibb 
products. 

To help stimulate future foreign 
trade, the U. S. Treasury Depart- 
ment has ruled and announced pub. 
licly that an advertising expendi- 
ture in the foreign press at this time 
is a legitimate business expense and 
therefore deductible for income tax 
purposes, although the manufac- 
turer has nothing to sell but desires 
to hold his franchise or to build a 
postwar market. 

At a meeting of the Export Ad- 
vertising Association here, A. L. 
Abkarian, export manager, Carter 
Products, said that after the war the 
United States will start negotiating 
for duty reductions, trade agree- 
ments and concessions to bring 
Latin America closer to this coun- 
try. 

Domestic advertising agencies are 
becoming export conscious and are 
busily working on postwar planning 
now, he said. Their domestic client: | 
have been selling vast quantities oi 
stock to the government and suc. 
the Panama Railroa: 
and therefore are being fooled into 
thinking, when making their post- 
war plans, that they will continue 
to sell their products in ever-in- 
creasing quantities in those same 
export markets, he added. 


Urges Consistent Schedules 


Urging U. S. manufacturers to 
maintain consistent export advertis- 
ing, Mr. Abkarian pointed out that 
suspenders made by an English firm 
in Mexico are being sold in Latin 
America; matches manufactured in 
Brazil are sold and used in Panama; 
hams, packed in Brazil, are also 
going into Panama, cheaper than 
from the United States; medicinal 
ethicals are now being imported 
into such countries as Venezuela 
and Colombia from the Argentine. 

He asserted that Argentina is a 
worthy competitor in the pharma- 
ceutical field and alluded to a recent 


Buenos Aires, written against rigid | 


igovernment regulations imposed on | 


all pharmaceuticals in that country. 
The article said: 

“It should also be borne in mind | 
that this country seeks new prod- 
ucts for export, and pharmaceutical 
products constitute an excellent line 
to balance our trade with other 
countries. We actually are in a| 
position to manufacture enough to! 
provide all of South America, taking | 
the place occupied by Germany and 
France before the 


war. The in- 
crease in our manufacture of phar- 
maceutical products began during 
the last war, but reached a high 
level only in 1940 when products 
previously imported became un- 
available.” 
To meet this stiff competition, 
Mr Abkarian advocated not just a 


“holding campaign,” but a smart 
steady advertising program heavily 
financed. He likewise recommended | 


inducing the State Department to do 
something now to obtain trade con- 
cessions and lowered duty rates for 
American export products, and ease 
travel restrictions for North Ameri- 
cans. 

Joseph Rovensky, vice-president, 
Chase National Bank, at a recent 
meeting of the Associated Business 
Papers emphasized that there is 
now in the United States an accu- 
mulation of $1,000,000,000 belong- 
ing to Latin America. After the 
war, he declared, this country will 
be faced with tremendous sales pos- 
sibilities. U. S. companies manu- 
facturing heavy articles such as 
automobiles and planes can be con- 
fident of a large share of the Latin 
American market, he said. 

A few companies now focusing 
advertising attention on foreign 
trade include the Norge division 
of Borg-Warner Corporation and 
American Home Products. Cor- 
poration. Released through Irwin 
Vladimir, Inc., Borg-Warner is using 
export trade journals, newspapers 
and magazines in Latin America, 
South Africa and Europe. Full 
pages in export publications and 30 
and 60-inch consumer copy are 
employed for Norge refrigeration, 
and a somewhat smaller campaign 
for the automotive products of 
Borg-Warner International. 


Campaign Planned 


In the offing is an extensive 
Latin American campaign now be- 
ing mapped out by American Home 
Products. This drive will include 
newspapers, magazines and radio. 
For some time American Home has 
been using radio to promote Kol- 
ynos and has picked a new program 
to advertise this dental product. 

It is not unusual to find many 
large U. S. manufacturers ignoring 
foreign trade. They feel that ex- 
port is an avocation to be indulged 
in when the domestic market has 
been saturated. Typical attitude is, 
“Why look over the hill when there 
is plenty of business at home?” 

Compared with domestic figures, 
export business with Latin Amer- 
ica, up to the present time, has 
been unimpressive. But planted as 
a little acorn there is a great pos- 
sibility that some day U. S. trade 
with Latin America will grow into 
a big oak tree. 

In abnormal 1929 this country 
did $912,000,000 worth of business 
with its good neighbors; in 1932, ex- 
port trade with South America 
totaled only $195,000,000; 1937, 
$578,000,000; and business was on 
the rise until 1940. There are no 
figures available beyond 1940 for 
security reasons, but it should be 
remembered that exports have been 
restricted by the shortage of ship- 
ping and shortages of supplies dur- 
ing the war. 

Iron and steel mill products, auto- 


mobiles, industrial machinery 
chemical products, textiles, elec-: 
trical machinery and apparatus} 


have vreviously accounted for ar- 


; proximately $263,400,000 of totai! 
'U. S. exports to South Americ ca. | 
| Rice, flour, other vegetable products, 


crude petroleum, refined oils, paper 
and paper materials, meats, fats, 
milk, agricultural implements, etc., 
have made up the difference. 


Calvert Names Spitzer 

Calvert Distillers (Canada) Ltd., 
Amherstburg, Ont., and Montreal, 
has named Spitzer & Mills Ltd., To- 
ronto and Montreal, to handle its 
advertising. A campaign in daily 
newspapers is planned. 


Ox Fibre Names Foley 

Ox Fibre Brush Company, Fred- 
erick, Md., has named the Richard 
A. Foley Advertising Agency, Phila- 
delphia, as marketing counsel on 
trade and consumer work and on 


postwar sales planning. 


Dealer Offers 
Postwar Credit 
on Plane or Auto 


(Continued from Page 1) 
ists that they may place down pay- 
ments or orders for either automo- 
biles or airplanes, the latter being 
qualified by the statement “should 
airplanes become available for pri- 
vate use after the war.” 

Space units of 800 lines are being 
run once a week in the Providence 
Bulletin, Journal and the Pawtucket 
Times. Stations WJAR and WPRO, 
Providence, and WFCI, Pawtucket, 
are carrying 20 one-minute spots a 
week. 

Bo Bernstein & Co., Providence, 
handles the account. 


Garraway Promoted 


John S. Garraway, with Adel Pre- 
cision Products Corporation, Bur- 
bank, Cal., since March, 1941, has 
been named sales manager of the 
company’s hydraulics division. 


Berner Promoted 

George Berner, formerly adver- 
tising manager of Flying and Pop- 
ular Photography, Ziff-Davis publi- 
cations, Chicago, has been named 
advertising director of these and all 
of the company’s other publications. 
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Heads Detroit Office 
of ‘American Weekly’ 


Frank J. Mc. 
Donough, who 
joined the De. 


troit sales staf 
The American 
Weekly ten years 
ago, after ser) ing 
for three years 
as an account 
executive with 


or 


F. J. McDonough 


been 
appointed Mich. 
igan Manager 
with headquarters in Detroit. 

He succeeds the late Clay & 
Herbst, Detroit manager, who died 
Nov. 28. 
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Now...more 


YOU should 
look to Faithorn 


than ever... 


With the war making a big demand on per- 
sonnel, advertising agencies and advertisers 
must look to the best and simplest way to 
handle their production requirements. This 
can be accomplished through Faithorn 
COMPLETE SERVICE—Ad-setting, Engraving 
and Printing, with art work and layouts — 
all under ONE roof. Why send cuts to one 
concern, type to another, blocks away, and 
then give your printing to a firm even 
farther distant? You can cut costs, eliminate 
worry and save TIME, TROUBLEand MONEY by 
having Faithorn do the complete job. Only 
ONE contact and ONE order necessary. Let's 
get together. Write, or phone Wabash 7820. 


Faithorn Corporation 


AD-SETTING .- 


504 Sherman Street - 


ENGRAVING .- 
Phone Wabash 7820 - 


PRINTING 
Chicago, Illinois 
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Jurgell in New Post 

Val G. Jurgell, formerly assistant 
editor of Hardware Retailer, has 
been named editor of Insurance 
Salesman, published by the Rough 
Notes Company, Indianapolis. 


Rigby Joins Libby 

Wallace J. Rigby, formerly in the 
New York office of Young & Rubi- 
cam, has been named merchandis- 
ing manager of Libby, McNeill & 
Libby, Chicago. 


NATIONAL COVERAGE 
MERICA’S SEVENTH INDUSTRY 


Write for Sample Copy = Chicago, Ill. 


Radio Law Changes 
May Be Suggested 
Soon After Jan. 1 


(Continued from Page 1) 
psychiatric picture of your reac- 
tions.” 

The Senate study of the need for 
radio legislation had unexpected 
results Wednesday, when the FCC 
announced a plan to extend the life 
of standard broadcast licenses so 
| that they would be subject to re- 
|newal every three years, instead of 
|}every two years. The three-year 
| license is the longest tenure FCC is 
| empowered to issue under the pres- 
| ent act. 

Need for longer tenure on broad- 
'cast licenses had beeen repeatedly 
stressed to the committee by broad- 
|casters who appeared during the 
| lengthy hearings. Chairman Fly, in 
his first appearance, conceded that 
the longer period for licenses was 
desirable. 

The original radio commission 
had issued licenses for 60 days in 
1927, extending the period to three 
months in 1928 and six months in 
1931. In 1939, the FCC authorized 
a one-year license, and_ since 
October, 1941, has issued two-year 
licenses. 

Adoption of 


provisions for a 


about 
arise 


began 


began 


the Post-War World, 


comm 


/5 MONTHS BEFORE PEARL HARBOR 


READERS* OF THE ROTARIAN 
began reading and thinking 


READERS* OF THE ROTARIAN 


LIVE IN (a booklet of reprints... 
a copy will be sent on request). 


READERS* OF THE ROTARIAN 


for V-Day and after...in 
3500 American communities. 


lf you have anything to offer communi- 


ties, business or individual executives in 


story to these decision-making people 


who will do the Post-War buying is in... 


THe Rotarian 


problems that would 
in a Post-War world. 


discussing...A WORLD TO 


promoting Work Piles 


the place to tell your 


Chicago 1, Illinois 


UNITY \. 


* ABC Circulation, June 1943 — 176,766 


three-year license represented the 
second FCC action in response to 
the indicated will of the Senate 
committee. Earlier, the FCC dis- 
posed of the long suspended multi- 
ple ownership case, ruling that no 
individual can control more than 
one station in a primary area. 


Committee Uninterested 


While the multiple ownership 
decision, which may require the 
sale or exchange of as many as 50 
stations, created considerable re- 
sentment in broadcasting circles, it 
provoked no response from the 
committee. 
been demonstrated in the somewhat 
similar newspaper ownership case, 
with committee members generally 
indicating their opposition to a 
blanket ban on newspaper control 
of radio stations. 

Settlement of the newspaper 
ownership issue had been predicted 
by two FCC commissioners, T. A. M. 
Craven and Ray Wakefield, both of 
whom indicated a resolution might 


be made by the Commission before | 


Christmas. Commissioner Craven 
had testified in favor of the bill for 
two days, while 
Wakefield supported Chairman Fly, 
who has generally opposed sweep- 
ing changes in the act. 

Returning to the stand Wednes- 
day, Mr. Fly bitterly attacked NAB 
for allegedly yanking the expres- 
sion “the composition of that traffic” 
from its context in the Supreme 
Court decision of the network rules 
and using it “for a battle cry.” 

“It was much better to talk in 
terms of abridgement of free speech 
than in terms of restoration of 
monopoly,” Mr. Fly commented. “It 


would not do to come before this | 


committee crying, ‘We 
monopoly back.’ ” 


The FCC chairman 


want our 


asserted that 


the Supreme Court did not decide | 
| anything with respect to the Com-| 
mission’s powers over programs, re- | 
peating that “the only power which | 


the Commission does have is the 
power to review the over-all service 
of a station to determine whether 
it is operating in accordance with 
the public interest, convenience and 
necessity. Certainly it cannot be 
said this power has been abused,” 
he said. 

“Neville Miller is blaming the 
soap operas on the Commission,” 
Mr. Fly said. “If he can put that 
one over, he is a better man than 
P. T. Barnum.” 

During six weeks of hearings, the 
committee had heard Mr. Miller 
state the NAB position, and nearly 
a dozen broadcasters assert that 
more detailed provisions are needed 
in the radio act to relieve the sta- 
tions of fear of the FCC. Repre- 
sentatives of the Newspaper-Radio 
Committee, as well as William S. 
Paley, CBS president, and Niles 
Trammell, president of NBC, ap- 
peared, 

Special attention was devoted 
during the hearings to _ possible 
regulations to assure equal time for 
opposing points of view on contro- 
versial issues, with Senator Wheeler 
displaying particular interest. Both 
Senator Wheeler and Senator White 
threw bombshells into the sessions 
during the opening days when they 
promised Chairman Fly that any 
new law would preserve the net- 
work regulations. 

The committee also heard many 
of radio’s outstanding engineers pre- 
dict great developments for the fu- 
ture, developments which they said 
must not be straitjacketed into a 
radio act based on the problems of 
standard broadcasters. 


Tru-Test to Open 
New York Office 

Tru-Test, Chicago marketing and 
merchandising organization, will 
open a New York office at 225 Fifth 
Ave. on Feb. 1. Lelah Horning, 
with Tru-Test since 1938, will be 
in charge. 

George C. Van Veen, formerly 
central western sales representative 
for Pharis Tire & Rubber Company, 
Newark, O., has been named direc- 
tor of distributor relations; Russell 
Cook, formerly with Townley Metal 
& Hardware Company, Kansas City, 
has been named manager of house- 


wares; and E. C. Hunter, formerly | 


with Katz Drug Company, Kansas 
City, has been named manager of 
the toy department. Their head- 
quarters will be in Chicago. 


Copy to Boost Chicago 


The Chicago Association of Com- 
merce has scheduled a campaign 
using full pages in a list of export 
trade publications offering the serv- 
ices of the association to exporters 


Commissioner | 


V. C. Daggett, 
Pioneer Cosmetic 
Maker, Dies at 84 


New York, Dec. 14.—V. Chapin 
Daggett, founder and director of 
Daggett & Ramsdell, maker of toilet 
preparations, and who pioneered in 
popularizing modern cold cream, 
died last week. He was 84 and had 
been ill for more than a year. 


a small drug store on Fifth Ave. 

After extensive research in his 
laboratory, Mr. Daggett developed 
|} new ingredients to be used in facial 
| preparations which kept them from 
| becoming rancid, one of the serious 
| shortcomings of such products in 
| that day. 2 
| He then capitalized on an entirely 
}new concept in the field of cold 
|}cream manufacture by advertising 
his product as a skin cleanser, in 
addition to its already publicized 
virtue as an anti-chap agent. 

By use of advertising in theater 
programs, car cards, newspapers, 
magazines and other media, Daggett 
& Ramsdell cold cream attained na- 
tional distribution and become a 
popular item with beauty-conscious 
American women. 

In 1929 Standard Oil Company of 
New Jersey bought the company’s 
stock, and Mr. Daggett retired as 
president but remained a director. 


ALFRED M. KREUTZ 


Scarsdale, N. Y., Dec. 14.—Alfred 
| M. Kreutz, 46, for the last two years 
New York advertising manager of 
Life, died yesterday at his home. 
| Before coming to New York, Mr. 
Kreutz had been manager of the 
Chicago office of Life. 


RICHARD B. McDANIEL 


Pittsburgh, Dec. 14.—Richard B. 
| McDaniel, 51, divisional manager of 
|the application data and training 
department of Westinghouse Elec- 
tric & Mfg. Company, East Pitts- 
| burgh, died Thursday at his home 
|in Forest Hills, Pa. He had been 
| with Westinghouse since 1916, ex- 
|}cept for a period as account execu- 
tive of Ketchum, MacLeod & Grove, 
| Inc., Pittsburgh agency. 


_DAVID C. EVANS 
Pittsburgh, Dec. 14.—David Cam- 


of the general advertising division 
of Walker & Downing, Pittsburgh 
advertising agency, died Thursday 
at his home. He had been 
ciated with Walker & Downing for 
13 years. 


JAMES McLAUGHLIN 

Chicago, Dec. 14,—James 
Laughlin, formerly president of the 
Visible Records: Equipment Com- 
pany, died Friday at his home of a 
heart attack, at the age of 75. He 
had been mechanical superintendent 
of the Chicago Daily News and 
Record-Herald. 


MAXIMILLIAN J. EBERHART 

Chicago, Dec. 14.—Services were 
held today for Maximillian J. Eber- 
hart, assistant sales manager of the 
American Can Company, central di- 
vision. Mr. Eberhart died Saturday. 
He was 52 years old. 


WESLEY E. FARMILOE 


Elgin, Ill., Dec. 15.— Wesley 
Farmiloe, advertising manager of 
the David C. Cook Publishing Com- 
pany, before his retirement, died 
Sunday in the Sherman Hospital. 


Producing Ideas 


Where do the money-making 
ideas come from—those ideas 
that make successful novels, 
radio programs, moving pie- 
tures, advertising campaigns 
and businesses? James Webt 
Young, one of the highest 
paid idea men in the adver. 
tising business, set out te 
answer this question for his 
students at the University of 
Chicago. The result is @ 
little beok that you can read 
in an hour but will remem- 
ber the rest of your life. In 
the simplest and clearest ef language Mr. Youngs 


in all creative people. He gives you the FOR- 
MULA which they consciously of unconsciously fol- 
low in producing ideas. He shows you how to train 


eron Evahs, 38, production manager | 


Mc- | 


E. | 


A Technique rm 


asso- | 


| 
| 
| 
| 
| 


| 


| 


| 


| 


has succeeded in describing the way the mind works | 


| your mind so that idea production is, as he says, | 
| “ag definite as the process by which motor cars are | 


produced."’ Enthusiastically endorsed by 
college professors, poets, 
and business executives who have read it. 


editors. 
advertising men, salesmen, 
Send for 


and importers and selling Chicago | your copy of A TECHNIQUE FOR PRODUCING 


as a city of 12,000 industries. Ex- 
port Advertising Agency, Chicago 
handles the account. 


» | Heations, Ine., 


IDEAS now. Only $! postpaid. Money back If you 
don't say it is worth $10 to you. Advertising Pub- 
100 E. Ohio St., Chicago, til. 


45 
Optical Co. Names Mathes 


American Optical Company, 
Southbridge, Mass., has named J. M. 
Mathes, Inc., New York, to handle 
advertising for its sun glass di- 
vision, maker of Calobar, Cool-Ray 
and Polaroid glasses. 


Moore Joins Braniff 


Henry B. Moore, formerly princi- 
pal industrial economist for the 
price analysis division, Bureau of 


Mr. Daggett began his career in| Labor Statistics, has been named 
|New York in 1890 when he opened | director of research for Braniff Air- 
Far greater interest has | 


ways, Love Field, Dallas, Tex. 


Need Help? 


f ae 


-.» PLANNING, LAYING- 
OUT or WRITING that 
sales booklet , direct mail 
piece , catalog or advertising 
campaign ? If you want re- 
lief from production - tension 
let me tell you how an ex- 
perienced jand can help. 


Lester #. Butler 


HICKORY HiIL\ 
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Report WPB Scales 
Down Allocations 


5 | Advertising Age, December 20,\) Ag dv 


tinan f te WEE adtcher oh Industry Told How - 

visory committees, with magazines, . ' 
to Save Paper in 

Council Brochure 


commercial printers and book pub- 
New York, Vec. 16.—The War Ad- 


tion between manufacturer and pur- 
chaser until March 31, when reg- 
ular ceilings will be placed on 
lighter stock. Increased prices are 
to reflect only the increased cost to 
the manufacturer and ‘mills will be 
required to submit monthly reports 
on costs to OPA. 


in an excellent position to aid the 
government in gaining public ag. 
ceptance and good will for the cop. 
servation campaign. The radio jar. 
ticularly offers a strong vehicle fo; 
such campaign promotion.” I: 
likewise recommended that ne ws. 
paper and magazine adverti: ing 


lishers agreeing on 25% reductions, 
and newspapers taking an approxi- 
mate 24% cut on a sliding scale 
which would require large papers to 


| of Pulp to Mills 


publishers: “One copy of a publica- no York. = 
tion must do extra work. People Clev é ‘da of 
i must practice group use of papers, Ona saa ers ted 
; books and magazines. Newspapers his ain as 
and magazines should, further, co- tising office in 

: operate with advertisers and their Buffalo, N. Y. L. M. Butler 


— =e os cease es © ee 


= nee ee 


Amended Limitation 
Orders for Industry 
Expected Next Week 


Washington, D. C., Dec. 15.—A 
tight production situation on paper 
was predicted by WPB officials this 
week on the basis of proposed pulp 
allocations for the first quarter of 


minimum tonnage necessary to meet 
the demands of the military services 
and essential civilian users. 

The allocation of pulp to the paper 
mills is now under way, with WPB 
reportedly scaling down suggested 
quotas below the level advocated by 
the paper making industry. 

Meanwhile, officials of the WPB 
printing and publishing division re- 
ported that amended limitation or- 
ders designed to reduce paper needs 
of the printing and publishing in- 
dustries by 25% of their 1941 usage 
were completed, and would prob- 
ably be announced early next week. 
The limitation orders were reported 


director of 


make the bulk of the saving. 
At a meeting of three newly- 


formed WPB paper advisory com- 


mittees this week, Rex W. Hovey, 
the paper division, 
warned that the industry faces “a 
critical situation.” Mr. Hovey said 
shortages of woodpulp and waste 
paper combined with increased de- 
mands necessitate the use of substi- 
tute fiber to save virgin pulpwood. 
Arthur G. Wakeman, consultant 
to the forest products division, said 
that in view of the pulp shortages, 


special pulp ordinarily used. Paper 
makers were advised that WPB is 
depending on their ingenuity to in- 
crease the tonnages manufactured 
over the amount previously pro- 
duced from the equivalent tonnage 
of pulp. 

Experimental use of lighter news- 
print received additional official en- 
couragement with the issuance to- 
day of amendments to OPA news- 
print price regulations, to permit 
increased prices for lightweight 
newsprint produced on order. 

In view of unkyown costs in- 
volved in production of lighter 
newsprint, OPA said, increased 
prices may be arranged by negotia- 


GREAT NORTHERN OFFERS 
30-POUND NEWSPRINT 


New York, Dec. 14.—A 30-pound 
newsprint which will provide about 
7% more printing surface per ton 
has been offered for January and 
February consumption in a letter to 
136 newspaper customers by Great 
Northern Paper Company, large 
U. S. newsprint producer. 

By special arrangement with the 
OPA, a premium of $5 per ton will 
be charged for the lighter weight 


Howard Newspapers, which have 
successfully experimented with the 
paper on the Knoxville News-Senti- 
nel, Pittsburgh Press and Evansville 
Press, obtain 25% of their tonnage 
from Great Northern, and have or- 
dered 40,000 tons a month for Jan- 
uary and February. 


Nanovic Joins Kudner 


John L. Nanovic, author of sev- 
eral books and until recently editor 
of the detective and adventure 
magazine group at Street & Smith, 
has joined the publicity staff of 
Arthur Kudner, Inc. 


ings to fill. 


and Waterford. 


buying rush. Fortunately 


123,000 
On Santa's TROY List 


HEN Santa comes to Troy 
Christmas he will have 123,000 stock- 
Within the 344 mile radius 
of the Troy A.B.C. City-Zone are 123,000 
people awaiting his arrival . . . people in 
Troy, Watervliet, Green Island, Cohoes 
Sales volume is smashing 


all records during the current Christmas 


his load of presents will be much heavier 


this 


great distances 


for him, since 


aot Reo 


THE TRO Rs RoR 


eye png \ 


J. A. VIGER, ADVERTISING MANAGER 


Names 


than usual, Santa won't have to travel any 


Only ONE daily medium, The Record 
Newspapers, exercised any influence on 
what these 123,000 people ask for when 
they wrote their letters to Santa. 
only dailies can direct the same influence 
towards your product at a cost of only 12c 


per line for blanket coverage. 


in this compact market. 


Troy’s 


vertising Council, in cooperation 
with the Office of War Information 
and the War Production Board, has 
prepared a booklet entitled “Help 
Wanted! To Save a Million Tons of 
Paper,” which contains suggestions 
to industry on the assistance it may 
render in the current paper-conser- 
vation drive. 

Distribution is being carried out 
on a limited basis by the Associa- 
tion of National Advertisers, which 
is also sending to its members a 
manual of suggestions on the paper 


printing paper and fine papers may . salvage campaign running concur-|~ Other staff members _ include 
; 1944, with output limited to the| be further reduced by a shortage of| Paper, which will bring the base|rently with the paper conservation| Helen L. Ennis, copy superviso, 
price to $63 a ton. The Scripps- r, 


program. 

Besides stressing the importance 
of “selling” the public on the nec- 
essity of saving paper, the booklet 
points out opportunities for econo- 
mies in individual business opera- 
tions. Copy makes the following 
suggestions for the user of paper in 
business to “Make Each Piece 
Stretch”: 

1. Get the most out of each sheet 
of paper. 

2. Use the lightest practical 
weights and the more readily avail- 
able papers. 

3. Employ smaller sizes or change 
formats. 

4. Reduce spoilage and waste. 

5. Eliminate waste in inventories 
and in distribution. 

Linked with the slogan “Share the 
Printed Word,” the following are 
among recommendations made to 


agencies in making the fullest pos- 
sible use of advertising space.” 


Retailers and consumers have 


been rallied under the banner “Dis- 


The 
“Accept 


courage Useless Wrappings.” 
manufacturers’ slogan is 
Simpler Packaging.” 

The booklet also points out that 
“as national advertisers, the various 
package-goods manufacturers are 


carry the campaign insignia. 


New Pacific Coast 


Agency Launched 


Pacific Coast Advertising Com. 
pany, specializing in national ad. 
vertising and merchandising of foo 
products, has been established a 
1167 McAllister St., San Francisco, 
with Richard E. Goebel, formerly 
advertising manager of Langendorf 
United Bakeries, San Francisco, as 
general manager. 


former.y with the Leon Livingston 
Advertising Agency; Elizabeth Car. 
penter, copy department, formerly 
with the Los Angeles office of j. 
Walter Thompson; Lewis L. Lacey, 
radio director, formerly with NBC: 
Bion Atkinson, art director, for- 
merly with the Oakland Tribune: 
and Norman E. Mork, production 
manager, formerly with Rapid Elec. 
trotype Company. 


.) J ’ 
Esquire’ Names Butler 
Lee M. Butler, 
for the past 10 
years sales man- 
ager of the 
Cleveland Shop- 
ping News, has 
been named sales 
promotion man- 
ager of Esquire, 


2% 


Two Join Mutual 


Henry M. Poster, formerly with 
the Biow Company, New York, and 
Gus Mosca, formerly with the art 
department of Esquire, have joined 
the staff of the Mutual network's 
promotion and research department 
in New York. 


ONE OF THE NATION'S 


1943 RETAIL SALES UP 35% OVER 1942 FIGURE OF $306,000,000. 


AREAS 


1943 TRIBUNE DAILY CIRCULATION UP 17,545—17.2% GAIN OVER 1942°. 


1943 POPULATION EXCEEDS 638,00024% GAIN OVER 1940 CENSUS. 
1943 TRIBUNE SUNDAY CIRCULATION UP 14,580—13.2% CAIN OVER 1942° 


paicy 119,587 


Member 


*A.B.L. Publisher's Statement 6 months period ending Sept. 30 1943, aver similar period 1942. 


Reach the thousands of ABLE-TO-BUY FAMILIES in Metro- 
politan Oakland, the Pacific Coast’s 3rd Market, through the 
columns of its dominating newspaper. 


sunoay 124,245 


AB.C. Publisher's Statement, September 30. 1943 


@akland BS Tribune 


-_ 

SPCewerrt etetrate® feats . wreeteeeTe . 
WILLIAMS, LAWRENCE & CRESMER CO; 
National Representatives Including Sunday Magazine Section 
Comics METROPOLITAN SUNDAY NEWSPAPERS, INC. 
AMERICAN NEWSPAPER PUBLISHERS’ ASSN. 
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REVIEW OF 
THE WEEK 


ELSIE READS A CHRISTMAS CLASSIC 


RECITES GY ELSIE THE BORDER COW 


“Twas the night before Chrwtmas, when 
ot through Che house 
Not @ creature was slitring. not even o 
—— —<It* 
‘The stockings were hong by the 
chitnney with cate 
la hopes that St Nicholas soon 
would be there 
‘The children were nestled ofl aug in 
their beds ’ 


White veeon: of suger plame danced in 
Uneer 
And mamme We her kerddet, and tin 


my oP 
Hed just etiled oor breine for « long 
winter's nap 
wton the dawn ther ero much 
«@ clatter 
) epeeng from my ba to we whet war 
the mation 


way to the window 1 flew like « 
rs 


Tate open the shutter. and thre up the 


on the brewst of the new 
wrtre of makday to objects 


When, whet to my wondering eyes 
shold apps oe 
. Hoe oe a4 Ce ee 


With » inte hd dav vee 
quick 
1 new ins moment @ must be St Neck 


& bvely and 


Rom 
es, NICHOLAS 


by Clement C Moore 1970 103) 


mir ani oh eagles hb Couners Uney 
nde wtuntle tno a and called 


new 


PRT 


on Sos om. Cape?’ an Dender and 
de te emcee.” 

the wal! 
w dant oway' dash away! dash away 
ot 

A . 
* dry over that before the wid 
burrcume Ay 

When they met of) an chetade, 
(ewot the «by 

Nu Up to Ube house top the courser they 
Ae 


With the sHeigh full of oye, and St. 
te he 
And Gen, Be twinkling, beard on 
the root 
The 1 Prancing and pawing of ench little 
hese 


As | drew im my head, ond was turning 
arvund 


Dewn the chtmemey St Nicholas come 
with a thwund 


He was dremed oll in fur from bin head =~ 


to hie foot 

Aret bie clothes eene ol! larmedend with 
anhes ced weet 

A bundle of towe be had Geng on he 
tee 


eS ee eee 
hie pack 
» ove hew they twinkied! hie 
dienghes how merry! 


He « a a ve ke roses, his nose Hibve 


He Piers 5 mouth war drawn up 
a be 


‘The stutep of a pipe be held tight in 
fete teowth 


°y 
And thy emoke ot cncuctest he head ihe 
wheel 

He had » broad face and « tittle round 
belly 

That shook, when he tsughed, Uke » 
Lewtful of jelly 

He was mebby 0 and plump. a va jotiy 


Mn “A ae whee I ™” 
hie im apite of mywdl 
A wink of hia eye and a twint at hw bend 
Boom gave me to know I had nothing 
to dread, 
He apote pot a word bul went etre ght 


And fitted all the » wtoekonga then turned 


He “rane o his sleigh te his loom eave 
ote 


And owny they aff flew the the down 
of = thethe 
Hut 1 heard him emetaim, ore he drew 
it of wight, 
‘Happs (hriat mas to all, 


=v 
arid to alt a goed night!’ 


A ee 


Wreene vist 1 4 wae-ronn womo 
SIME OE 80 Wem FO OL THANE 
Fon. £0 mvc 70 wont FoR * 
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SAPS, we’ ‘aA 


Elsie, Borden's hard-working bovine beauty, reads Clement Moore's "A Visit from 


St. Nicholas" 


in this Christmas copy used by the Chicago milk division in the 


Dec. 18 Chicago Herald-Examiner, and scheduled for the Dec. 22 Chicago Trib- 


Rubicam. (Story on Page 16.) 


BRITISH WAR OFFICE POSTER SERIES AIMS AT PREVENTING 'AMMO' ACCIDENTS 


_ Mectlonts evens daly rom cach of these comses Treat 


ion with respé 


i al 


ut 


The copy was prepared and placed by the Chicago office of Young & 


Accidents 


LEADS SERIES 


* Mahe. Up” Your Hands far Rdtownee 


ey 


This 600-line advertisement is the first 
in a new campaign for Luxor hand cream, 
with copy, starting in January, following 
a weekly newspaper schedule, mostly 
roto, in 23 cities. Foote, Cone & Belding, 
Chicago, handles the account. 


DOES WAR WORK 


Before the war, the pedaler in this ani- 

mated display in Philadelphia peddled 

the brew of William Gretz Brewing Co. 

More recently he has been busy with war 

work, as shown in the lower scene, sell- 

ing bonds, and currently helping out on 
the tin salvage drive. 


i! tampering. Taking ammunition 


FALSTAFF POSTER WINDS UP '43 BOND CAMPAIGN 4 Pi 


d Bat oe 
Tighten your belt 4 


and give a lot 


Our fighters are giving 
all they've got 


vy Souy an Catia aD. 
hier Boe ey 


Bluff, fun-loving Falstaff, star salesman for the Falstaff Brewing Corp., St. Louis, 

is shown in the special Christmas advertisement bringing to a grand finale the 

company's 1943 advertising campaign, in which war bond messages were featured. 

He will be employed to aid the war bond drive in 1944, also, in company's 
advertising in all media. (Story on Page 33.) 


SOAP MANUFACTURER AIRS HIS TROUBLES 


-_ 
| _B Mesiage for Grocers @ a 


ij ORDER, DEBT. 


Nobody loves a Fat Man 
_ A “soap omuoulecrarer could feel 
very sorry for himself . . . if he 
weren't 80 busy — sorry for. 
other people 
He khoows thas every day, aisttions 
of women go from stote to store in 
tearch of bis soap. And often come 
home empty-handed 
He knows this because he hears 
from these women. They expect 
hum to dersomething about 1 So he 
feels serry for them. 
He kaows thet every day, thou. 
_ sends of grocers torn customters 
away without his soup. Aad can't, 
explain why they ‘baveo't got any. 


He kaows this because he hears 

» from these grocers They expéts 

him to do soniethung about n. Se be 
feels sorry for them, too. 

Sametimes the “soap manufacturer 
would like to stop and feel sorry 
for Bimself, He often thinks of do- 
ing it on bis tunch time. Tf be had 
any Juach time. 

The ttouble is, he's doing bis ben 
~aed it isn't good enough. 

He makes all the soap he's allowed 


to make, He ships itoetasteaeshe | 
cao. He tries to send’ it where ef 
needed mo But there's just de: 
ehough go sround. 1 people 
would buy only what they actually 
weed —! ; 


The ‘soap maoulsctaree doesn't 
expect sympathy. He can't make 
soap oat Of it. He sumply hopes his 
customers~-the grocers whe sell 
his soap and the women who ose & 
~will try to be patient. 

Because, sooner of lecer, some 
how, some way, be's going w get 
some of bis soap where fotks expect 
to fad ton every grocer’s shelf. 


FELS # CO. 
: Makers of 2 
, FELS-NAPTHA SORP © 


Fels & Co., in this current magazine page, pleads the case of the fat man 
(soap maker), and asks for patience on the part of grocer and customer. 4 


Accidents occur daily with blinds left on ranges. Report 


all blinds for destruction.at the end of the day's wor 


ae 


he British War Office is using this series of posters in an effort to reduce the serious number of accidents caused by careless handling of ammunition picked up on practice ranges for souvenir purposes. 


Curiosity, overconfidence and ignorance were found to be the basic causes of most of these accidents and the posters were carefully designed for effectiveness. 


(Story on Page |.) 
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the Sun sells* 


“i Churchgoin g. 


No sales talk can create spiritual awakening. 


“f N ais d Here is the comparative advertising linage of church 
pe Se renee oe pormnees € advertising in Chicago newspapers for the first eleven 
boy in a foxhole to pray. months of 1943: ; 

Total Lines Per Cent of Total 

Nor does anyone need to tell a htine boy's Fe GENE. cocccccesvececces 56.5% 

J fi § Sox j SS baie 4 woe se Pees éoencededs cates 23.6% 

mother or father that there is help and solace NAR, oo sce CER cs cacccvedivnicce 9.9% 

. Tribune......... DA ITF oc cccvccccccsceces 9.5% 

in church. Se acu wap ieseeseeese 5% 

Set icox due I 5s vale eeusy 100.0% 


Religion itself needs no selling, especially in 


Yes, The Sun sells churchgoing ... but no matter 
times like these. But even clergymen agree what you want to sell —whether it’s foodstuffs or furs, 


5 ‘ > ‘ — ° . 
that reminders of churchgoing keep the power women’s wear or cosmetics—you'll find that: 


of prayer in perspective. oc > ae” ese a ae 


oS ‘ “THE SUN gives results — 
_ out of all proportion to 
its circulation and cost 


As people of Chicago fill our churches in new ‘ 
hosts they turn to The Sun for news and infor- a i  oe eo a! 


mation about their churches. 


If you want to SELL the Chicago market, remember 


that a new newspaper situation has arisen in this 
to carry the paid messages from Chicago's town. It’s this: 


The Sun has been elected the favorite newspaper 


churches to the ever-growing multitude of 1 You need The Sun in any newspaper combination to cover 


Chicago's churchgoers. Chicage completely, economically and efficiently. 
2 By using The Sun alone you can make a tremendous impact 
The linage of church announcements in The against America’s No. 2 market with a relatively small expendi- 
Sun is greater than in all other Chicago news- ture. Actually you can sell it for less in The Sun. 


papers combined. 


THE CHICAGO SUN 


CHICAGO’S MORNING TRUTHpaper 


THE BRANHAM COMPANY, National Representatives: Atianta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle 
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